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THE NEW 


SMOOTH-EEZ 


Didn’t just 
Happen... 


No, sir! The SMOOTH-EEZ is a definite step 
toward greater acceptance of pump styles. Its pat- 
ented cushioned instep permits the combination 
of style and comfort, opening new channels of sales 


for the alert retailer. 


Developed in Quaker City Kid—the number illus- 
trated typifies 7863 in color 39 Blue and #7563 
in color 26 Brown. Both are on the P21 last with 


20/8 heel. 
The trademark imprint in each SMOOTH-EEZ is 


your assurance of correct style . . . superb work- 
manship . . . exclusive features. 


Leathers by 


QUAKER CITY KID CO. 


Division of Allied Kid Co. 
PHILADELPHIA, PA. 


The undisputed quality of Quaker City Kid in 
the colors selected for the SMOOTH-EEZ pump 
assures you of predominance in both style and 


finish. Both colors are correct in shade to comple- 
ment all costumes regardless of material. You'll 


see them everywhere. 


Our efforts will be increased to maintain this 
leadership of quality materials. 


JOHANSEN BROS. SHOE CO. 


Manufacturers 


ST. LOUIS, MO. 





When writing advertisers please mention Boot and Shoe Recorder 
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CORNER on the nation’s hide 
market is in the hands of Fed- 
eral Emergency Relief Adminis- 
trator Harry L. Hopkins, but he re- 
iterated that he “is not going to 
unload the hides on the commercial 
market and that Federal Relief Ad- 
ministration is not going into the 
business of making shoes.” 





In cold storage warehouses 
throughout the country, Hopkins, 
as chief of the FERA, holds title to 
more than 40,000,000 pounds of 
hides from drought-slaughtered cat- 
tle. 

But Hopkins doesn’t know what 
he will eventually do with the hides. 
He said that a small part of the 
supply is being allocated to state 
relief organizations for work proj- 
ects, the leather being used for har- 
ness manufacture, furniture build- 
ing and work coats. 


J. MILLER of Detroit, Mich., 

+ says: ta 

“I would like to make a sugges- 
tion to all shoe men who are devel- 











oping stooped shoulders from strad- 
dling a fitting stool. If, instead of 
straddling the stool, as most shoe 
men do, they would sit on one side 
of it, or, in horse parlance, ride side 
saddle, I believe they will find it 
almost impossible to slouch at the 
shoulders. Sitting this way also pre- 
sents a much neater appearance to 
the customer, especially if selling 


ladies’ shoes.” 
* * * 


OY S. WHITMORE of Whit- 

more’s Shoe Shop in Portland, 
Me., slogans at the bottom of his 
letterhead : 

“All you see is style, but all you 
feel is comfort. Your foot is a 
better judge of shoe value than 
your eye.” 

ILLIAM H. MACK of Mon- 
treal, president of the National 
Shoe Retailers’ Association of Can- 
ada, “thanks the Recorper for the 
fact that it made possible for us 





to have with us at our convention 
R. E. Andruss, your store merchan- 
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ade 


dising expert. His address was 
most interesting to the retail men 
in session. He was most sincere in 
his many suggestions as to interior 
decoration and the planning of shoe 
store promotions. His work with 
us was most appreciated.” 

So we in turn salute the mer- 
chants of the North country who 
have demonstrated real progressive- 
ness in better shoes and better shoe 
fitting. 











RB 


HE “Hide of the Night Mare,” 
by Harry Hilliard and Julius 
Rudominer of Newark, N. J.: 
Shoes, shoes, shoes, running up and 
down my head, 
It never stops, though I go to bed. 





Even then in all of my dreams, 
It starts again and then it seems, 


Compo’s, turns, welts and mickeys, 

Turn my head just like gin rickeys. 

High heels, baby heels and cuban 
heels, too, 

March by me as though in review, 


They look at me and say in scorn, 
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We'll make you regret the day you 
were born. 


Counters, shanks, lasts and box toes, 

Give me the razz as they add to my 
woes. 

I toss around and cry out loud, 

But this only serves to draw a 
crowd 

Of one straps, two straps and T 
straps who, 

Laugh at me and make me blue. 

Oxfords, step-ins and cut out san- 
dals, 

Leer at me, till my mind just 
rambles. 


Then suddenly I turn about, 
And I let out an awful shout, 
For coming towards me two by 


two, 
I saw suedes. and leathers, black 


and blue. 

Right behind so they could be seen, 

Were moire, satin and crepe de 
chine, 

And then to top this frightful 
dream, 

Came lizard and snakeskin; | was 
too weak to scream. 

Then I woke up in an awful sweat, 

Making shoes is no fun, on that 
you can bet. 


* & * 


HOES and the law. A woman 
stole a diamond ring and two 
gold watches in Brooklyn, and it 
was observed that when she hurried 


out of the house she lost the heel 
of one of her shoes. After a search, 


the detectives found the missing 





heel. Inquiries at shoe repair shops 
in the vicinity yielded the informa- 
tion, at a shop at Marion Street 
and Howard Avenue, Brooklyn. 
that a heel like the missing one had 
been placed on a shoe on Tuesday. 
The shoemaker directed the detec- 
tives to the home of Mrs. Trapani, 
whose daughter, the police said, had 
called for the shoe. 

Once again shoes play a part in 
criminal detection. 


What’s become of the idea of 





BOOT AND SHOE RECORDER, March 9, 1935 





ON RELATIVITY 





—Reports from India tell us that the fossil 
remains of a prehistoric pygmy man only 
fifteen inches tall have been discovered. 

—Also were found the fossils of a pygmy 
cow eighteen inches high— 

—lIt doesn't tell, possibly isn't known, what 
the milk capacity of that cow was. 

—But it's perfectly obvious that the cow 
was just as big to that pygmy as today's 
cow is to today's man. 

—An ounce of milk had just as much per 
capita nourishment and, if it sold for 
three tiny beads, had just as much in- 
trinsic value. 

—Everything in yesterday's world, today's 
world and tomorrow's world, is relative. 

—Today's problems which seem insur- 
mountable to us struggling mortals may 
seem like mole-hills to history-reading 
posterity. 

—Can you picture a fifteen-inch shoe 
salesman trying to fit a pair of size 22 
shoes to Primo Carnera! 


OO ce 


President. 





marking shoes with a factory num- 
ber—for scarcely a week goes by 
but that the RecorpeR is called 
upon to identify stolen or mis- 


shipped cases of shoes? 
A factory identification number 


on each pair would be easy to put 
nto the lining marks and would be 
helpful in many other ways. 
* * 
O. BENTLEY, vice-president 
- of the Kistler Leather Com- 
pany, Boston, Mass., says: 

“The Story of Leather is a long 
one but the tradesmen are wise who 
take time to learn as much of the 
technique of tanning as is possible. 
There is no positive test of quality 
through sight. From a technical 
standpoint the tanners use different 
processing methods and in _ these 
different methods are possibilities 
for a wide variation in results. The 
quality guide to reliable products 
of all kinds is their brand mark, 
or in other words the producer’s 
trade mark. It is our practice to 


put the BENCH BRAND mark on 


every pair of those outsoles which 
leave our warehouse. 

“The word healthy is used ad- 
visedly for it is not everywhere 
known. that leather is the most 
healthy material from which shoes 
can be made. BENCH BRAND 
sole leather typifies the composite 
effort and ideals of men who have 
stood shoulder to shoulder through 
the years in a common cause to 
give the shoe industry sole leather 
which will always merit con- 


fidence.” 
* * a 


‘THE public today is rapidly 

sensing the need for correct 
shoe fitting, and a steadily increas- 
ing number of people are setting 
out to acquire a better knowledge of 
the right shoes to meet their indi- 
vidual foot needs. Popular educa- 
tion regarding foot conditions and 
shoe requirements is hound to pro- 
ceed,” said the RECORDER in its is- 
sne of Dec. 30, 1933. 

Last week, in Boston, 600 people, 
attracted by one brief radio broad- 
cast and the incidental promotional 
effort of a few Boston stores which 
distributed tickets, proved that the 
public is interested in foot health 
by crowding the Georgian Room of 
the Hotel Statler to hear physicians 
and podiatrists discuss foot care. 

The occasion was the annual con- 
vention of the Massachusetts Chi- 
ropody Association. Similar meet- 
ings of the lay public are planned 


SIZE,Z-2€ 





for many other parts of the country 
in the near future. 

The public heard a prediction 
that the time will come when pre- 
ventive care of the feet will be on 
as high a plane as, or higher than. 
preventive medicine is at the pres- 
ent moment. 

Among the speakers were Dr. 
Thomas P. Ford, association presi- 
dent; Dr. Harry P. Kennison, for- 
mer president; State Senator 
Charles G. Miles, M.D., a member 
of the Senate Committee on Educa- 
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tion; Francis P. Donoghue, M.D.. 
medical adviser to the Massachu- 
setts Industrial Accident Board; 
and Elliot P. Joslin, M.D., honor- 
ary consulting physician of the 
New England Deaconess Hospital. 
Shoes were exhibited by the Ault- 
Shackford Shoe Co., the George E. 
Keith Co., and by P. W. Minor & 
Son, Inc., among the manufac- 
turers; and by Thayer McNeil Co.. 
the Coward Shoe Store and the Air- 
0-Pedic Salon among retail stores. 
* * * 


‘/— HERE was a time when price 

only sold shoes,” remarked 
W. L. Huntsman, display man at 
The Fair, Fort Worth. “Now it is 
ideas that move them; ideas having 
to do with style and quality; ideas 
that bear on the display and ad- 
vertising. Personally I think the 
biggest thing in selling is depart- 
mental promotions. Change the de- 
partment constantly—so that it 
looks different to the customer. A 
shoe department can be at times 
a winter resort, have a bathing at- 
mosphere and even be a sandal 
shop. Modern promotion is not 
just doing window and newspaper 
routine half as much as it is in 
changing the physical aspect of the 
department and doing a rea) sale 
inspirational job.” 

* #* # 

“ FE will have one of the best 

Spring seasons we have ever 
had,” says C, M. Dryer of Shreve- 
port, La. This opinion is based on 
the reasoning that shoe styles are 
better adapted for good business 
than ever before in history. The 
variations and combinations now 
being shown will prove to be so 
interesting to women that more 
shoes will be sold. Women will 
not jump directly into white shoes 
from their Fall and Winter shoes. 
as they have done in the past two 
seasons. These fresh new styles 
recently brought out will stimulate 
consumer buying. On the other 
hand, these new styles will add to 
the hazards of merchandising, and 
so we must be careful in keeping 
our stock balanced. 

* 8 # 


uf E are coming into one of 
the most outstanding pat- 


tern seasons the shoe trade has 


known in years,” believes W. O. 


Early of Oklahoma City. “What 
a good thing that is for those of us 
who anticipated this trend!” 

This buyer is one who believes 
that the too early showing of white 
shoes in late January and early 
February is bad for both the pub- 
lic and the selling staff of a store. 
Nothing kills styles quicker than 
too early showing—as all the 
sparkle and quick interest which 
brand-new patterns arouse is missed 
because neither the public nor the 
sales force is interested in them at 
the time. The exact timing of the 
showing of new styles is as impor- 
tant as the actual picking out of the 
patterns—is Billy Early’s deliberate 
judgment. 

* * * 
Sve H. STONE, secretary of 
the New England Shoe and 
Leather Association, writes to the 
committee surveying the shoe indus- 
try in Massachusetts : 

“There is stubborn resistance 
among buyers of shoes in placing 
their business in various localities 
because of a long history of labor 
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troubles, and the attendant losses 
they have suffered because of in- 
terrupted or delayed deliveries. We 
would very much like to have in- 
serted in all agreements between 
manufacturers and labor a stipula- 
tion that in the event of labor 
trouble all shoes in process of man- 
ufacture at the time shall be fin- 
ished in a skilled and satisfactory 
manner. Lack of confidence in de- 
liveries continues to be one of the 
most important reasons why busi- 
ness has drifted away from Massa- 


” 


chusetts 
* * * 

EAR rubber overshoes or quit 

—was told 50 Buenos Aires 
policemen who appeared on duty 
in the rain without rubbers—a)- 
though they had been given police 
department instructions to wear 
them when the weather required. 
A cabled report tells of three suc- 
cessive days of heavy rainfall and 
the summary action by the police 
inspector in sending all rubberless 
policemen to their station houses 


under arrest. 


“Certainly, | want shoes. Do you know who | am?" 




















FOOT ALTE PARADE 
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Rally Round the Fitting Stool 


JOIN the foot health parade, endorsed by retailers, 
chiropodists, tanners, women’s clubs, school boards 
and public. Flying the flag of foot freedom, for 
National Foot Health Week will stimulate public inter- 
est in every state in the Union—April 22-27. 

The national promotion this year started sufficiently 
ahead of the event for merchants to plan their shoes, 
their stocks, lines and sizes—to make possible the cor- 
rect fit and service of footwear to every man, woman 
and child in America. 

Retail promotions are in process of development by 
shoe store advertising men, display men and all per- 
sons having a direct interest in getting the right shoe 
sold right, in the spirit of foot health. 

Newspapers all over the country have been request- 
ing cooperation in the shape of text and illustrations, 
to increase public interest. 

Although actual Foot Health Week is still six weeks 
away, every promotional force is being enlisted to 
make it the biggest event of its kind in the history of 
shoes. Advance radio broadcasts have opened up this 
week in New York City and requests have come for 
one and two minute radio teasers, to be inserted in 
regular programs on the air. 

Movie films—both the promotion of individual 
manufacturers and the general films “Posture” and 
“Feet” have been engaged for use in schools and 
before clubs and public groups, during the next six 
weeks in preparation for the foot health drive. 

No one promotion in the history of the industry 
carries with it so much common interest on the part of 
the manufacturer, merchant and the public. 

The cooperation of the chiropodist and the podia- 
trist is of increasing interest because service to the 
feet links up with the shoe man’s logical work in 
service in shoes of fitting and feet. 

One of the most complete promotions last year was 
that of the Kansas City Shoe Retailers Association. It 
will serve as a pattern for what can be accomplished 
collectively by a group of men enthusiastically inter- 
ested in Foot Health Week. 

The cooperative advertising campaign of Kansas 
City store men for National Foot Health Week used 
newspaper advertising, radio broadcasting and talks 
at the noonday meetings of business men and women. 

A full page in the newspapers Sunday, April 1, was 
the first large advertisement. This was headed by a 


For Foot Health Week 


dozen or more hints on foot health and a message from 
the Kansas City Shoe Retailers’ Association. In this 
message the attention of the public was called to the 
fact that stores displaying the foot health signs and 
whose salesmen wore the foot health badges had 
pledged themselves to cooperate with the promotion. 
Then followed the individual ads of the stores and firms 
taking part in the campaign. Other display adver- 


tisements were run in the same issues by several of 
the dealers. 

Some of the preliminary publicity was effected by 
the mailing of printed slips containing foot health 
hints with statements the last of March. These slips, 
of which there were 10,000, were the right size for 

[TURN TO PAGE 45, PLEASE] 
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THESE six costume types will play the lead in the 
fashion drama of Easter selling. They are the six 
popular stars in the ready-to-wear market. You will 
hear a lot about them between now and April 21. 
Notice that our sketches accent suits. There will 
be plenty of coats, of course. But suits are stealing the 
show. Buying reports indicate that stores are stock- 
ing three suits to one coat. What does that mean in 
shoes? It means women will buy accessories much 
more carefully, because each one contributes to a 
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Pre-View of the 


definite effect. A coat is a covering that will go with 
everything. But a suit is a costume. Hat, bag, gloves, 
shoes . . . all build pp the ensemble. This is all to 
the good for business. But it makes shoe selling much 
more of a science. Shoe salesmen must know their 
fashions and sell shoes to fit them. 

Fashions for Easter divide themselves—50/50—into 
tailored and formal types. We will see both in the 
Easter parade. You can’t say it’s a tailored Spring. 
You can’t say it’s a dressy Spring. It’s both. And 
both kinds of shoes, tailored and formal, will be in 
demand. 

The first fashion in our pre-view is the three-piece 
outfit with skirt, jacket and complementary topcoat, 
often contrasting in color, fabric or both. The second 
is the two-piece tailored suit. The third is the reefer 
tailored coat. All three take to oxfords, tailored step- 


Suits are stealing the 
show in fashions for 
Easter selling, but 
there will also be 
plenty of coats. 
These illustrations 
reveal significant 
fashion trends with 
which shoes sales- 
men should be fa- 
miliar. 


First at the left is 
a three-piece outfit 
with skirt, jacket and 
complementary top- 
coat, often contrast- 
ing in color, fabric 
or both. Next is the 
two-piece tailored 
suit and third, reefer 
tailored coat. All 
three take oxfords, 
step-ins, ghillie and 
moccasin blends, or 
possibly swagger 
sandals. 
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Easter Parade 


ins, ghillie and moccasin blends, with swagger sandals 
as a high-style novelty. 

Pastel colors in tailored clothes are the newest 
Easter fashion. Soft blue, soft green, dusty pink, rose, 
rust and corn color. With this pastel color range, it’s 
a draw between brown and blue footwear. Brown 
shoes can be worn with practically all of these pastels, 
but blue shoes, tied in with other blue accessories, are 
newer, particularly for the rose shades, the yellows 
and the blue tones. Here’s where the new swagger shoe 
in navy blue suede is especially important. 

Checks and plaids are the high-lights in mixture 
woolens. Sometimes combined with plain fabrics. 
You will see plain skirts worn with-checked jackets, 
or vice versa. Checked suits are combined with plain 
tweed topcoats, or the other way around. 

[TURN TO PAGE 47, PLEASE] 


The illustrations on 
this page show three 
formal fashions for 
Easter selling: Left, 
the soft suit with a 
short jacket or cape. 
Second, the so-called 
redingote ensemble 
with full length coat, 
and,'third, the dress 
coat, self trimmed, 
fur-trimmed or trim- 
med with taffeta. 

Formal oxfords or 
one-eyelet ties, 
trimmed pumps and 
sandals will walk with 
these three costumes 
on Easter Sunday. 
And in all of these 
formal patterns, the 
touch of light trim- 
ming is the 1935 
note. 
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By | 
RUTH HARRINGTON 


“ 
4 


When we planned the illustrations for 
these pages, we were thinking in terms 
of a shoe display. They might suggest an 
Easter window idea, with tailored shoes 
at the left, formal shoes on the right, 
and costume sketches like these used as 


a background. 
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|. SIGNS POINT TO 


By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 










DaALLas certainly has changed since my last visit. 
Four establishments are now housed in outstanding new 
buildings and all are doing a remarkable job in shoes. 
This grouping of fine stores, together with the character 
of merchandise carried, is an important factor in mak- * 
ing Dallas the trading and fashion center that it is. 

Volk Bros. was a retail shoe house five years ago. 
Now they have a fine custom-built home with shoes on 
four floors, ready-to-wear on another floor, while the 
street floor houses an individual men’s and boys’ shoe 
department, together with a huge adjoining room, sell- 
ing lingerie, hosiery, perfumes, etc., with all depart- 
ments doing well. 

As Harold Volk and I went over this fine modern 
store, the fact that the men’s department on the first 
floor was in process of being enlarged, a new “Sub 
Deb” department on the third floor had recently been 
completed and an addition on the fifth floor is being 
considered, all spelled progress to me. Somehow | 
always like to see workmen, painters and carpenters 
around a store. Perhaps that comes from the years 
spent under W. W. Willson in the old Rice & Hutchins 
stores in Boston. Willson was never happy unless he 
was changing something for the better. 

Within a block of the Volk store is the enlarged 
Neiman-Marcus and the new Titche-Goettinger and 
Dreyfuss & Son stores, all new to me and all doing first- 
class shoe jobs. 

There are few cities in the country which carry such 
varied and extensive stocks of high-grade merchandise, 
particularly shoes, as Dallas. Neiman-Marcus has a 
regular sales force of ten and has shoe prices from 
$10.50 up—mostly up. Volk’s second floor carries ten 
salespeople, with prices at $6 to $18.50, while Ed Kel- 
ton’s department in Dreyfuss’ has five men and his 
prices also are $8.50 to $18.50. Several other stores 
have prices from $6.50 to $12.50 and sell plenty of 
good shoes, but the three outfits mentioned are doing 
an exceptional job. 

Shoes sold in Dallas are the pick of the high style 
lines, one very good reason being that the stores that 
feature shoes of this nature are individually operated. 

Dallas is one of the real style centers of the country, 
ranking a close second to Los Angeles. Climatic con- és 


ditions have a great deal to do with the fact that new ease 
styles appear here very early. Spring breaks early, so <3eee2 
stores show new Spring shoes in January. By Febru- 
ary, the season is well advanced, with the peak in 


fashion shoes coming in April and May. By August, 
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PROGRESS IN DALLAS 


Fine Modern Stores and 
a Strong Upward Trend 
in Sales and Volume 
Afford Concrete Evi- 
dence of Improved 
Conditions 


women are tired of Spring and 
Summer clothes and shoes, so even 
if the thermometer registers in the 
hundreds, they come out with their 
new Fall clothes. New York and 
Chicago benefit by the early Dallas 
style experience, although credit is 
never given for this advance infor- 
mation. Season after season, Dal- 
las is through with styles before 
they even reach the cities north and 
east. 

The out-of-town trade and the 
city trade are both style-minded. 
There is still a considerable amount 
of “new” money being spent here. 
It is not uncommon for a woman 
whose husband has struck oil to 
spend $1,000 for a day’s shopping 
and think nothing of it. One store 
tells of a customer whose 1934 shoe 
bill was $2,600, and whose hosiery 
and accessory bill was almost as 
much. Buying 106 pairs of shoes 
for one’s own use in one year makes 
one a star customer in any store. 
That’s Dallas. 

Notwithstanding all this remark- 
able story of fashion shoes, the boys 
featuring corrective shoes are doing 
a real business. 

Really, I do not know of a town 
where there are so many good, con- 
scientious shoe men, all intent on 
doing a sincere fitting job, but the 
proprietor of one repair shop 
(Zinke) tells me that since last May 
they have lengthened an average of 
600 pairs of shoes a week. That 


is for both Fort Worth and Dallas. 
Imagine that! Fully 85 per cent 
of these jobs are women’s shoes, 
and more than half of them are 
shoes retailing over $6. 


D aLLas is quite a wholesale cen- 
ter for the Southwest and so has 
many Easterners living here who 
were sent down as branch managers 
or assistants. Consequently the 
town is neither typical Western nor 
Southern, but a good healthy mix- 
ture of all parts of the country. 
Starting from the west end of 
town, in the Sanger store we find a 
couple of active leased shoe depart- 
ments. C. R. Mayes manages the 
street floor Walk-Over department. 
He is sure that he will show a sat- 
isfactory increase in sales this year, 
as he has a plan to sell his women 
customers a program of shoes. 
This includes a pair of good sensi- 
ble oxfords, a pair of air-condi- 
tioned dress shoes and a pair of 
sport shoes. In addition, there are 
several other items that can be add- 
ed to these, such as slacks for beach 
wear or to wear with pajamas 
around the house. Of course, there 
will be a pair of white shoes, too. 
This program will be sold to the 
women through a series of timely 
promotions. 
Downstairs in Sanger Bros., Hill 
& Mynatt have had the shoe depart- 
ment for many years. It is the aim 
[TURN TO PAGE 51, PLEASE] 








4 


BOOT AND SHOE RECORDER, March %, 1935 


Merchandising Manager 



























“MERCHANDISE MANAGER? Hell!” 

That may well be the relationship existing in any 
store between the buyer and merchandise manager, 
unless a management definitely recognizes that there 
is something more to effective operation than mere 
technical knowledge. 

This business of retailing has been quite well de- 
fined as, “the function of buying and selling goods, 
and—of bringing about the most advantageous rela- 
tionship between sales, stocks, and profits.” In the 
days that have gone by, when retailing was understood 
to be “the buying and selling of goods,” without any 
further qualification, the buyer possessed the privilege 
: ipo? oe ee. of exercising his own judgment and was a merchant in 
He is a recent addition in retailing, serving in his his own right. 
present capacity for only the past two years. More recently, as a result of a multiplicity of changes 
in the economic picture, a qualification has been added 
to that definition—“of bringing about the most ad- 





A FRESH viewpoint is brought to bear on mer- 
chandising problems by Mr. Freeman, in that he has 


no past experience in the shoe field to live down. 


The simplicity of his story merely indicates that a 


well-thought-out foundation will eliminate much of : ‘ 

vantageous relationship between sales, stocks and 
the hazard in shoe operation. The principles of mer- profits,” and the direction of that task has caused the 
chandising, so well set forth, are all based on sound, creation of a new job in retailing, a merchandise man- 


ager, whose sole function is to direct that relationship 
toward the goal of sound profits. 

Corporate ownership of invested capital has forced 
still further the development of “controlled relation- 
ship” to minimize the risk and danger of losses to 
invested capital and to insure the attainment of profit 
and protection. The privately owned and managed 
retail store, in many cases, still does function without 
a merchandise control, but competition, bankers and 


simple, common sense. 






Interior displays, 

which permit customers 
to compare styles at close 
range, a feature of this de- 
partment. 






Section of the wo- 

men's shoe department 

in Titche-Goettinger store, 
Dallas. 








































common sense, advocate the intelli- 
gent development of this insurance 
to avoid costly errors and hidden 
dangers. The system has proven 
that there are advantages, when it 
is properly operated. 

As a result of the complexity 
of problems involved in _ this 
“directed relationship,” a mer- 
chandise man must apply wis- 
dom to their solution. Even 
though the responsibility calls 
for commanding leadership, the 
human problem calls for tact 
and diplomacy. The merchan- 
dise man, unless he happens to 
be a genius, should never dic- 
tate. He should sell his ideas 
as far as possible. He should 
counsel, advise and be a con- 
stant source of enlightenment 
to the buyer. Only by encour- 
agement and cooperation can a 
buyer be stimulated in his effort. 

To be more direct, how can a 





women’s shoe department be made 
successful? Let us discuss it by 
the three divisions outlined above. 

The starting point in all opera- 
tion is sales. Of the many ele- 
ments in this all inclusive objective, 
the first in fundamental importance 
is that a shoe department “register” 
itself in the community. Like all 
fashion merchandise, it must build 
for itself a fashion-right acceptance 
in the minds of the consumer. The 
consumer today is frequently bet- 
ter educated than most buyers in 
correct style, and unless a depart- 
ment can keep abreast of these style 
influences, and present them, it can- 
not hold the confidence of the con- 
sumer. 

To most shoe departments, in 
stores that may not necessarily be 
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and Shoe Buyer 
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By Harry R. Terhune 


Based on an Interview with 


NORMAN FREEMAN 


Divisional Merchandising Man for 


TITCHE-GOETTINGER CO., 


Dallas, Texas 


Understanding Co-operation Between the Two, With 

Each Operating in His Particular Sphere and Showing 

Proper Regard for the Other's Functions, Will Promote 
the Relationship That Makes for Profit 


ready-to-wear leaders in their com- 
munities, an opportunity is avail- 
able to gain this prestige by acquir- 
ing known, accepted, advertised 
brands. Upon that foundation, the 
department can enlarge its own 
fashion stock to further the con- 
sumer acceptance of being fashion- 
right. Without holding this leader- 
ship in the minds of women, no 
great progress can be made. 

A second fundamental factor in 
this building of sales is quality. 
There are shoes and shoes. Some 
look like $6 worth, and sell for 
$12, and others look like $12 and 
sell for $6. A better department 
always should watch carefully that 
its quality looks its price. The re- 
sources should be well selected to 
insure that equilibrium. The styles 
should be still more carefully se- 
lected to develop that confidence, 
and a shoe that doesn’t look right, 
should never be shown to a cus- 
tomer regardless of its price. 

A third factor, somewhat lost in 
this general program of sales, is 
the matter of price lines. It is im- 
possible to carry all kinds of shoes, 
at all kinds of prices, and carry 
adequate assortments in each price 
level. To limit a department to 
only some shoes and some prices 
requires an intelligent differentia- 
tion between qualities, and an in- 
telligent determination in advance 
as to just what you want to register 
in the consumer’s mind. Be strong 
at whatever price lines you carry. 
Carry a broad coverage of the en- 
tire fashion and staple field, in each 
of those prices. What you do, do 


well, or don’t attempt it. There 





» 


are definite price-lines that will be 
accepted by the consumer in your 
community and in your store. Con- 
centrate there, become “registered” 
in those price-lines, and try to do 
an outstanding job in this special- 
ized field. 

A fourth factor in sales, so badly 
neglected, is personnel training. A 
salesman will be blunt with a cus- 
tomer, grab a shoe out of a box, 
slap it on her foot and there ——. 
No finesse, no dramatization of the 
shoe, no building of a halo of 
prestige around it to create admira- 
tion and pride in ownership. It is 
of tremendous importance to school 
a sales organization to the primary 
characteristic of every sale, that it 
is not the product, but the idea of 
it, the fitting, the beauty and the 
fashion-right picture that a woman 
always keeps in her mind of the 
costume she expects to wear. It is 
psychology, but the best sales, and 
the best departments arise from it. 

Give your women’s shoe depart- 
ment personality. Dramatize it in 
the advertising, in the displays, in 
the presentation and selling. Get 
fashion-right, then pound that fact 
home by your “follow through.” 

There is one definite “don’t” for a 

[TURN TO PAGE 38, PLEASE] 
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Eacu year, at some great metro- 
politan center, the Merchant Tailors 
of United States and Canada hold 
their annual meeting and _ style 
clinic. This year New York was 
chosen and the meetings have re- 
cently drawn to a close. The fol- 
lowing are the style recommenda- 
tions they have evolved for the 1935 
selling season. This report is 
strictly a custom tailor’s report and 
yet style-minded shoe men will find 
a lot of very useful information. 
It is Boor anp SHoe Recorper’s 
intention in presenting it that this 
style information be given those 
retailers who expressed the desire 
for data of this nature at the recent 
Commodore Style meeting of the 
N. S. R. A. 

It will be observed that there is 
an increasing interest in the proper 
suit accessories and shoes for the 
occasion, that there is an increas- 


_ ing interest in texture of materials 


and a more courageous use of color 
in the ensemble. All of this is most 
important to the shoe man since it 
offers a means of approach, and a 
talking in selling. It is remarkable 
the grasp that men outside the shoe 
industry have of the place of the 
shoe in the ensemble. A more inti- 
mate knowledge of clothing and 
haberdashery and its relation to 
men’s shoes would do much to sim- 
plify the styling and merchandising 
of these very much related lines. 
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The Merchant Tailors 
Look at Summer 


Summer and Fall Styling In- 
dicates Lively Interest in 
Fabrics and Colors in Men's 
Lines. Report of Merchant 
Tailors' Association Em- 
phasizes the Ensemble 


THE MUCH TALKED OF CHAM- 
PAGNE COAT 


Illustrated in Orange Suprair with 

Green Silk Cummerbund, in lieu of 

waistcoat, and worn with negligee 

shirt, turned collar and black dinner 

trousers; Shoes—Black Patent Tuxedo 

Shoe, White Buck or Black Sueded 
Calf Pump. 


Boot AND SHOE REcoRDER has 
at various times submitted the cor- 
rect shoes for the various ensembles. 
It is with a view to presenting de- 
tailed descriptions of these costumes 
and analysis of the color and fabric 
pictures the following report is 
offered. 

The Fashion Forecast, and the 
new season’s garments displayed in 
the Style Show at the National Con- 
vention, include many new styles 
brought in by the new philosophy 
of leisure and sophistication. 

Colored hats, including blue 
derbies, midnight blue silk opera 
hats, colored straw hats featured at 
Miami and Palm Beach, and 
colored shoes, introducing the new 
midnight blue pump for sophisti- 
cated evening wear, are some of the 
interesting accessories. 

Sports clothes are more in de- 
mand than ever, with more time for 
the country club, the private estate, 
and the mountains and the sea. 
Formal evening wear is worn more 
universally in America this year 
than any time within the memory 
of the present generation. Because 
of this joyful return to formal eve- 


BROWN: FOR OUT-OF-DOORS 


The Brown Tweed Golf Suit with 
belted back, yoke and tucks. Red 
Check Flannel Shirt, Striped An- 
gora Tie, Natural Angora Hose 


and Brown Reverse Calf Shoes. 


ning functions, and hotel and club 
night life, there is a corresponding 
increase reported in the sale of eve- 
ning shoes and accessories. 
Champagne tuxedo coats, first 
introduced a year ago, have been 
widely accepted at Southern resorts, 
and will be worn extensively next 
summer, instead of the black 
tuxedo. Some of the approved 
colors are: Gulf Stream Blue, 
Orange, Canary, Quaker Gray, 
Bisque, Beige, and light hued 
colors. They may be cut single or 
double breasted, according to in- 
dividual figure and taste, with roll- 
shawl collar. A pleated silk cum- 
merbund is worn in lieu of a waist- 
coat, and the trousers are black with 
braid or welt side seam. Acces- 
sories are same as for the tropical 
tuxedo, including low turned collar, 
black tie, soft pleated shirt, black 
hose, and black or white buck 
pumps. [TURN TO PAGE 40, PLEASE] 
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SPRING IN OUTSOLES 


VITALIZES THE SHOE 


Firmness and Springiness 
are twin features of “BENCH BRAND” outsoles 


As a dealer seeking to obtain a generous part of the 
; consumer’s dollar, you cannot afford to disregard the in- 
i fluence of “BENCH BRAND” outsoles on sales. There is noth- 
ing sub-standard about “BENCH BRAND” outsoles nor are 
they “treated” to obtain qualities only properly grown hides 
and perfectly tanned leather can provide. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 
is processed so that the pores of the hide are left free of any 
substance preventing proper air-conditioning of the feet. We 
obtain the flexibility, the moisture resistance, the wear which 
N.B. . . . It’s an advantage in buying to have the namesof assures foot health — energy — vitality. Nothing makes a shoe 


shoe manufacturers making shoes that carry KISTLER 
“BENCH BRAND" LEATHER SOLES. Write us for them. | More acceptable than “BENCH BRAND” leather outsoles. 


E Fan THE OUTLINE OF THIS CHART 
/| L Pe ettatics 
oauiher \/ompant 


FOUNDED - 1840 
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One of the prize winning dis- 
plays in the national window 
contest conducted by Selby 
Shoe Company. Designed by 
Maas Bros., Tampa, Fla. 


CONTESTS 


s 
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STIR SHOE WINDOW INTEREST 


R EALIZING the vital importance of good window 
displays in promoting the sale of shoes to consumers, 
quite a number of manufacturers have conducted prize 
contests in recent months for the best windows origi- 
nated by retail stores and featuring their particular 
lines of shoes. These contests have undoubtedly served 
to give further impetus to the nation-wide interest in 
better shoe windows, and the photographs of original 
windows submitted have demonstrated that there is 
scarcely any limit to the ingenuity of display men 
when they are offered some tangible incentive to induce 
them to put forth their best efforts. 


oe 


This week we illustrate three displays that were 
awarded prizes in recent contests, all of which are 
worthy examples of windows that not only are pleas- 
ing to the eye, but have also the important element of 
sales appeal. 

The fact that contests of this kind induce scores of 
retailers to do something a little out of the ordinary 
to improve their windows and make them more dis- 


Window display illustrated below was 
designed by Mabley & Carew Com- 
pany, Cincinnati, and awarded first 
prize in contest conducted by Brauer 
Bros. Shoe Co., St. Louis. 
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First prize winner in contest 
sponsored by Orthopedic 
Shoes, Inc., based on fact thar 
Ground Gripper and Canti- 
lever shoes were used by Byrd 
Expedition. Designed by C. H. 
Fontius, Los Angeles. 


And Prize Offers Reflect 

Growing Recognition of the 

Importance of Good Displays 

in Stimulating Sales of Shoes 
at Retail 


tinctive and appealing is convincing proof that extra 
effort on the part of the merchant and display man 
can produce results that are well worth while. It 
also suggests the thought that possibly there is some- 
times a lack of effort somewhere along the line, which 
accounts for the lack-lustre appearance of so many 
shoe windows. 

Shoe merchants might well have in mind at all times 
the fact that every window is a contest window, entered 
in the perpetual competition that is going on for the 
favorable attention of prospective customers, with in- 
creased sales and extra profits as the prizes. Eternal 
vigilance is the price of successful window selling. 
The merchant should endeavor at all times to see his 
windows through the eyes of the customer. Change 
your windows often, shoe merchants have been told at 
conventions and through. the columns of trade pub- 
lications. But frequent changes of backgrounds and 
merchandise are not enough. It must be the constant 
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purpose of the shoe display man to make every win- 
dow as near perfect as it can be, not only from the 
standpoint of line, balance and color harmony, factors 
that contribute to a pleasing appearance, but from the 
even more important angle of sales appeal. 

Trifles make perfection, runs the old adage, but 
perfection is no trifle. Attention to every detail that 
can make or mar your windows is essential at all 
times. Poor judgment in placing the shoes can destroy 
the effectiveness of a window on which much time and 
money have been expended for attractive backgrounds 
and harmonious settings. Dust accumulates quickly 
in some localities, and daily attention is needed to 
keep your windows, and the merchandise on display 
therein, bright and spotless. The effort you put into 
the work is often the determining factor in the success 
of the display rather than the expenditure or amount 
of elaboration involved. 

[TURN TO PAGE 52, PLEASE] 


Recently the RE- 
CORDER emphasized 
the importance of 
better clearance sale 
windows, and Tom 
Bailey, manager of 
the Indianapolis 
Walk-Over Store, 
submits this photo of 
specially designed 
sale window that 
helped store show 34 
per cent increase in 
January, 1935. 
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—. . more people 
walk on Goodyear Wing- 
foot Heels than on any other 


kind. That’s how popular these 


heels are! 


And here are four ways to cash 
in on this preference—four 
smart Wingfoot Heels — designs 
that add STYLE to your different 
types of shoes. 


Everybody wants style—and 


STANDARD GOODYEAR WING- 
FOOT—world’'s most popular, and 
most widely copied heel design 
Non-skid cups. Neat, smooth-fit- 


ting. The aristocrat of rubber heels 
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FOUR WAYS 


TO HELP SHOE SALES 


everybody wants the comfort, 


cushion and longer wear that. 


have made Goodyear Wingfoots 
America’s fastest-selling heels. 
That’s why all four help shoe 
sales — because customers know 
the Goodyear name stands for 


extra value! 







NEW LEDGE TYPE —gives 
rugged service. Non-skid 
cups.Nails down flat.Swag- 
ger campus style — popu- 
lar with younger people. 











1935 
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THE RIBBED TYPE—neat, 
r , a 

sophisticated, modern. 
Smart streamlined rib 





design gives added style. 











THE CUSTOM GOODYEAR — 
corrugated non-skid face. No 
nail holes. A de luxe heel in 
every way for your finest shoes. 








THE GREATEST =. IN RUBBER 


WINGFO 
SOLES «> HEELS 
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March 18th is the week of “The Silk 
Review,” when stores throughout the coun- 
try will promote silk. We suggest that you 
take advantage of this national publicity 
by promoting, during this week, the shoes 
that are the natural complement of the 
silk costume—shoes of kidskin. 


THEY'LL WEAR 
PASTEL SILK FROCKS 


AND 


WHITE 
KID SHOES 


They're going elegant and feminine 

again,—pastel silks and flower- 

colored prints were everywhere in 

the South this year. With clothes like 

these, white kid comes into its own— 
be ready with 


Vode 
WHITE GLAZED KID 


No. 50 


STANDARD KID: DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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The 
YOUNGER 


GENERATION 





THE younger and also the fourth generation of the same family controlling R. 
Neumann & Co., Hoboken, N. J., tanners of fancy and exotic leathers, is represented 
by Richard Bernheim. R. Neumann & Co. was founded in 1863 by a great-great- 
uncle of that name, in association with Richard Bernheim’s grandfather. 

After graduation from Phillips-Andover in 1925, Dick entered Princeton, where 
he majored in chemistry. After graduation in 1929, he entered the tannery, started 
from the lowest position in the beam house and spent months in every department. 
working through the tanning and color rooms. In 1931 he set up a complete 
experimental tannery in one of the Neumann buildings, where he tested all types of 
skins and tannage formulae. The present white tannage of R. Neumann & Co. is 
the result of a formula developed by Richard Bernheim in the experimental tannery, 
and other developments include some of R. Neumann’s shrunken or crushed leathers. 

As vice-president, Mr. Bernheim divides his time at the tannery between sales 
and administrative duties. He is an ardent golfer, and last year won the President’s 
Cup at the Tanners’ Council convention tournament at White Sulphur Springs. 
Mountain climbing is also a hobby and he has scaled the dizzy heights of the 
a Alps, including such peaks as the Matterhorn and the Monta Rosa, Switzerland. 
4 Another son of George B. Bernheim, president of R. Neumann & Co., is Philip 
G. Bernheim, just out of Wisconsin University, who is following closely behind his 
brother and is at present handling and assorting raw skins. 
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OUTLOOK 


Look Out for “Shoe” Laws 


Watcu your legislators. Here and there through 
the country we have news of the introduction of bills 
in state legislatures that have within them extreme 
irritations to the shoe industry. 

No industry in America has kept its face and hands 
so clean during the period of depression. No industry 
in America has given as much in value and service. 
No industry in America has held up its rate of pro- 
duction and distribution and it would seem that no 
industry in America deserved to be left alone more 
than the shoe industry. 

And yet, perhaps because of its modest—and in the 
main, honest day-by-day work, it is all the more subject 
to irritation at this time. There is almost the feeling 
that because the shoe industry has been minding its 
own business, some legislator should now stick his nose 
into that business and stir things up. Now out of the 
stew of politics come the pure shoe bills and the foot 
appliance regulations. In any normal year we would 
say that “representatives propose, but common sense 
disposes of most of these bills.” But this is a most 
abnormal political year. 

So many momentous things are in the making—most 
of them tied up with appropriations in the millions 
and billions—that there is all the more danger that 
one more of these little bills might slip through in 
bargaining for votes. Many a new representative may 
be pulled into line on a big measure by bartering sup- 
port for his little petty measure. There are many 
tricks in the game of politics and they all have a play 
in this mad political year of ours. 

Then again the lack of vigilance on the part of 
merchants may result in the quick passage of the bill 
through lack of opposition to it. 

Here’s a political bill, proposed by Rep. Pope— 
House Bill 309—in the Tennessee legislature: 


“An act to make it unlawful to sell or offer for sale 
boots or shoes appearing to be made of leather but not 
actually made altogether thereof unless the same shall 


be so stampe 

ection a ‘Be it enacted by the General Assembly of 
the Sta < Tennessee, that from and after the passage 
of this vue it shall be unlawful for any person, firm, cor- 
poration or syndicate in the State of Tennessee to sell or 
offer for sale any boots or shoes having the appearance 
of leather but not actually made from leather unless there 
shall be plainly stamped upon the sole of such footwear 


the words ‘not all leather.’ 
A repercussion of the same idea was proposed in 
Washington by Rep. Biermann of Iowa—H. R. 5735: 
“providing for the labeling and tagging of all boots and 
“The Secretary of Agriculture would administer the bill, 


BY 


Ve ip ae 


which would require that all boots and shoes introduced 
into any state or territory be plainly labeled to show the 
material used in them. Failure to label would incur pen- 
alty of fine ($2, 000), or imprisonment (1 vear) or both, with 
a larger fine 00) for subsequent offenses and the same 
prison sentence.’ 

“Samples of boots and shoes would be collected by the 
Secretary for the purpose of examination by the Bureau 
of Chemistry and ils as a means of policing the statute. 
Where, departure from labeling appears prosecution would 


Now both of these bills are absolutely worthless in 
the light of modern day service to the public, for shoes, 
by and large, are made up of ingredients that give the 
best possible service for the price paid. The very 
competitive structure of our industry makes unneces- 
sary pure-shoe bills under the guise of being regula- 
tions, because of 1300 factories—and no scarcity of 
shoes or shoe stores in any community and nothing 
to prevent the customer asking about ingredients and 
rejecting the shoes and going elsewhere. 

What a sad commentary on law-making when legis- 
lators have the serious problem of trying to correct 
unemployment and they take up such petty issues as 
pure shoe bills when anyone with common sense knows 
that if you label one product you have got to label 
every product; and the result would be tags a foot long 
accompanying every pair of shoes. And similar tags 
on every garment of wearing apparel and every item 
of food, cosmetics and all the things of human use. 

We won’t even discuss the other freak bills attempt- 
ing to restrict the retail dealer’s service to the point 
of where he can sell nothing but standard shoes and 
must forget all the items of progress such as orthopedic 
features either built into the shoes or added at the point 
of sale. 


The point we do want to bring out is the power- 
ful place of the retail merchant in every state of 
the Union. He is the one, who, in the last analy- 
sis, must kill these bills. He is the alert sentinel 
of the entire industry at the point of attack. He 
usually rallies at the right time and with his fel- 
lows goes in a body to the state capitol and pro- 
ceeds to educate the law-maker into the common 
sense of leaving the shoe industry well enough 
alone. 
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WHERE SMART 7) L@& WA ~ FOREGATHERS 


FOR SPRING ir + STAR COLOR IS 


K 


OHIO’S BLUE 


a 


LIGHT WEIGHT 


CALF 


The LYNNE model. made of Blue Katforite from 
the well known PEDEMODE line of beautiful femi- 


' 
nine footwear, by Grossman Shoes. Inc.. Brookivn, 


NOT A HEAT WAVE © BUT A BLUE WAVE! 


Blue is truly the freshest, most Spring-like seasonal 
change from the Winter color scheme. And are the 
ladies going strong for Blue Garmentry! And to con- 
trast with gray, beige and solid color pastels!! And what 
wardrobe will be complete this Spring without Blue 
shoes?) And what can be smarter to wear with the popu- 
lar woolen dresses, tatlored suits, and sport clothes? 
Ohio's KAFFORITE ts intrinsically a fine tannage, of 
beautiful grain exquisitely mellow and has a distin- 
guishing lustre tone which 1s style itself; so, either plain 
or with decorative dressmaker touches of contrasting 
sutching, it will add charm to vour “new arrivals.” And 
every pair you sell will back your re putation for Integrity 


} 


I BI 
as a merchant. Blue swatches sent on request, including 


} 


asket-weave Yardley. 


THE 


Vi o J 
A Y COMPANY 


GIRARD , OHIO 
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From time to time we have heard 
expressions that the Roosevelt Ad- 
ministration is opposed to business 
profits. This is far from true. The 
President himself has frankly and 
emphatically stated his belief in the 
profit motive as a fundamental in- 
centive to work and economic 
achievement. Thrift is as essential 
to our social well-being today as it 
ever has been and thrift means 
profits. 

The role of the Federal govern- 
ment is to promulgate such methods 
and to advocate such protective 
measures as will protect the Amer- 
ican people from unsound and un- 
ethical means of profit. 


It is well also that we recall to 
mind the fact that our entire system 
of taxation is based upon profit. 
Thus the elimination of profits 
would mean the abolition of the 
government’s source of revenue. 


It should be borne in mind also 
that the destruction of the profit 
motive would greatly reduce the 
buying power of the public. 

It is apparent, therefore, that the 
Adminstration is fully cognizant of 
the value of the profit system and is 
equally aware of the need to elimi- 
nate its abuses. From this it may 
be assumed that governmental par- 
ticipation in business and in relief 
is only an emergency expedient and 
not to be interpreted as a plan to 
usurp the rightful role of private 
business. 

Perhaps a return to prosperity 
has been retarded in some degree 
by unfavorable sentiment and by a 
lack of complete understanding of 
the basic philosophy of the New 
Deal, but I believe that as business 
observes the unfolding of the gov- 
ernment’s policies it is becoming in- 
creasingly desirous of lending its 
wholehearted support. It is the 
function of the Department of Com- 
merce to facilitate as much as pos- 
sible this cooperation between in- 
dustry and the Administration. 

As I study the reports that come 
to me of business conditions 
throughout the country I note that 
exports of machinery for the first 
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10 months of 1934 were more than 
$178,000,000, an increase of ap- 
proximately $78,000,000 over the 
corresponding 10 months of 1933. 
The exports of passenger automo- 
biles and trucks for the first 10 
months of 1933 were $43,000,000 
and for 1934 this figure increased 
to $107,000,000. Similar reports 
for other major industrial commodi- 
ties, such as iron and steel prod- 
ucts, copper, chemicals, etc., show 
sizable increases in exports in terms 
of dollars. I interpret this to mean 
that the efforts of the Administra- 
tion to encourage business are meet- 
ing with success and that we shall 
see greater increases in the future. 

By carrying the significance of 
these figures further, I feel that this 
increase in our exports indicates 
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that our manufacturing concerns 
must be employing more men and 
using more materials. Net sales of 
wholesalers increased a billion and 
three-quarter dollars or about 14 
per cent last year. Retail sales in- 
creased about three and one-half 
billion dollars during the same pe- 
riod. This was the first yearly in- 
crease in the dollar value of retail 
sales since 1929. This seems to 
indicate that the velocity of money 
is gaining and that as its rate of 
circulation increases business will 
feel an increasing demand for 
goods. A greater demand for goods 
will mean profits and through 
profits the Administration sees the 
employment of more men and the 
decrease in relief rolls: 

“IT should like to see a plan de- 
veloped by which persons occupy- 
ing responsible positions in the 
Federal government would ex- 
change services at appropriate 
intervals with men and women in 
proper business lines, thus affording 
the government needed up-to-date 
business experience and knowledge, 
and quickening, on the other hand, 
appreciation among business men 
of the problems confronting the 
government.” 

Outlining his views on the inter- 
dependence of government and 
business and the program designed 
to attain more effective co-ordinated 
results, Mr. Roper said: 

“This does not mean that the 
Federal government should run the 
business of the country or that busi- 
ness should run or even dictate the 
procedure of government. It does, 
however, mean that since our 
economic structure is so closely 
interwoven with and dependent up- 
on business it becomes the duty of 
both business men and those ad- 
ministering the Federal govern- 
ment to get a common viewpoint as 
to objectives and methods, study 
the problems involved jointly, for 
mutual safety, and cooperate in 
getting and keeping a fair vision 
and a sympathetic attitude toward 
just and equitable results for 
society generally.” 
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The Association of Careful Plans With Willing Hands Brings Progress and Profit 





The "Pure Shoe” Bills in Congress 


A form of “Pure shoe” legislation has 
again been introduced in Congress with the 
submission by Representative Bierman of 
Iowa on Feb. 14 of a bill providing for the 
labeling, marketing and tagging of all boots 
and shoes. 

The measure would make it unlawful for 
any person manufacturing or selling, “within 
any state or territory, or the District of 
Columbia,” to misrepresent any boot or shoe 
“the components of which, in whole or in 
part, are of leather, rubber, textiles, paper, 
cardboard or any other substitute for 
leather” which is misbranded. 

If your State is attempting any “pure 
shoe” legislation contact the N.S.R.A. head- 
quarters in New York, so that we can re- 
view the merits of the bill. 

It is our purpose to protect the retailer 
in every region in the United States. We 
therefore desire to protest the passing of 
harmful legislation and to stimulate the pas- 
sage in State legislative bodies of good legis- 
lation. 

Tennessee is also advancing a “pure shoe” 
bill for the consideration of its Senate Com- 
mittee. 

Merchants of Tennessee, write us im- 
mediately if you want us to take any action 
on this matter! 

* * * 

The Best Angle of approach to a prob- 

lem is the TRY-angle. 


* * * 


The operation of the entire mechanism 
of the shoe industry depends on one simple 
transaction—the buying of a pair of shoes 
at the fitting stool. 

* * * 


Let's Correct the Codes! 


No Creed or Code can or should be static. 
The complexion of an act changes when its 
application to changing conditions bring a 
changed result. 

Therefore, what was ethically sound and 
legal yesterday, may be unethical and illegal 
today. And similarly what is of promising 
economic benefit today, may be or may not 
be of economic value a generation hence. 

While the principles of business conduct 
are designed in the main to lay down general 
principles which theoretically should be 
static, business men everywhere must keep in 
sympathetic touch with changed conditions 





economic and otherwise and be ever ready 
to enlarge or modify this practice if and 
when required. 

In this same light, let us examine the 
Code of Fair Competition as it affects and 
determines our economic existence in the 
world today. Let us judge them from the 
point of economic import, ethics, and re- 
tail value. 

Are they the best Codes of commercial 
conduct? Do they need modification, aboli- 
tion or should they be permitted to exist as 
written? 

The N.S.R.A. is laying down its plans to 
contest the various infringements on re- 
tailer and association rights. 

Send in your opinions on the Codes so 
that we may present at Washington a true 
picture of Code opportunity or oppression 
taken from the experience of our retail 


members. 
* * * 


Criticize Our Laws—Constructively 


It seems to me that no greater service to 
the nation and to business itself can be 
rendered by business men and business or- 
ganizations than that of constructive criti- 
cism of present laws and administration 
along with constructive suggestions, always 
preserving the spirit of cooperation. 

Due to the depression, we have undoubt- 
edly gone too far in many ways, and must 
retrace our steps. I know that the people 
of the United States are not ready to dis- 
card the political and economic principles 
under which they have made striking head- 
way for a century and a half, or to abandon 
those ideals of freedom which have become 
deeply rooted in their tradition. They are 
willing to see political and economic mis- 
takes corrected, but they are not willing to 
sacrifice personal initiative and enterprise 
for bureaucratic control. If caution is neces- 
sary, they would rather see it exercised on 
the side of too little, rather than too much, 
regulation. 

Henry I. Harriman, 

President, Chamber of Commerce of the 

United States. 
* * & 


Quality Business in Canada 


A trebling of sales of high-priced shoes 
in the last few months and a similar in- 
crease in the demand for men’s brown shoes, 
a color in abeyance since the beginning of 





the depression were interpreted at the 
Canadian National Shoe Retailers Associa- 
tion Convention in Toronto as definite in- 
dications of improved conditions throughout 
Canada. 

John McHale, president of Scott and Mc- 
Hale, Ltd., largest manufacturers of men’s 
quality shoes in Canada said: 

“In the past six to twelve months there 
has been a decided swing back to better 
grade footwear. Our quality line has 
trebled in output I think it is an indica- 
tion that people are realizing that cheap 
merchandise is not a saving and that there 
is an improvement in the times.” 

The N.S.R.A. joins with Mr. McHale in 
his statement and sees a similar trend ap- 
parent in the American shoe industry. 

A RISE IN QUALITY MEANS A RISE 
TOWARD BETTER BUSINESS AND BET- 
TER PROFITS. 


* * *& 


Defeat Ignorance by Membership 


The little mouse that strikes fear into the 
heart of the great economic elephant, is 
ignorance—ignorant competition. f 

You can draw your own budget and chart 
your own course for the coming year with 
a fair degree of certainty. Your greatest 
hazard is what an unintelligent competitor 
may do. He has it in his power to disrupt 
the works of any instrument of retail opera- 
tion. 

By unintelligent, I mean a competitor who 
does not know, for example, his costs, his 
markup, his styles. He is one who is apt 
to ignore the message of the Style Confer- 
ence and the comparative judgment value 
of Convention attendance. He is one who 
ignores the benefits of the trade association 
protection on governmental, legislative fronts. 

The uncertainty of what such a competitor 
will do in the lack of this knowledge should 
keep you constantly concerned in the 
N.S.R.A. 

Our Trade Association is doing a real 
work in breaking down economic illiteracy 
and is making every retailer more intelligent 
and well informed in shoe knowledge. 

Trade Association means team work—and 
team work in business is accomplished not 
through fear alone, but through an en- 
lightened selfishness, the generosity on the 
part of the big fellow to help the other to 
learn the fine strategy of the team. 

We ask every retailer who is a member 
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Service Center—3022 Empire State Building, New York—John J. Holden, Manager 





of our Association to carry our call for mem- 
bership to the other retailers in his area. 
We ask the retailers who have been ignoring 
the helping hand of the Retailers Associa- 
tion to look at the practical side of mer- 
chandising and to see the value in knowl- 
edge and experience obtained from associat- 
ing with the better retailers in the shoe 
industry. 
* * * 


What About the Factory Shoe Store? 


In recent months the evil of the factory 
shoe shop that ignores the village shoe re- 
tailer has become more apparent. Cries 
of protest have arisen from various factory 
towns demanding that something be done 
to eliminate the intense competition of the 
shoe shop at the factory. 


A recent letter reads: 

“We have no grievance with the factory 
store, that establish a legitimate margin of 
profit, or reasonable markup, but we cannot 
meet the competition of shoes sold below 
cost, under the guise of factory damaged 
shoes or return from store shoes, and there 
are factories in this vicinity that keep a 
corps of salespeople busy all of the day, 
handling a business that rightfully belongs 
to the legitimate dealer.” 

We want your interpertation and your 
suggestions on this matter before we make 
definite plans for action. It seems that 
action must be taken by the N.S.R.A., if the 
rights of independent shoe merchants in 
our complicated economic picture are to 
be protected. 


A definite protest to headquarters will 
start a campaign against this unwarranted 
selling of shoes. SEND US YOUR mes- 
sage at once. 

** * 


Build Better Shoes! 


Better shoes are in demand the country 
over. The National Shoe Retailers’ Asso- 
ciation is receiving information daily from 
all sections of the country that the demand 
for better grade footwear is increasing. 

Retailers who have been selling “price,” 
and shoes that are classed as just a foot 
covering . .. as well as those establishments 
that have been selling style with no em- 
phasis on quality, are feeling the running 
demand for sincere shoes of quality. The 
cut-throat competition of the last five years, 
which went a long way to ruin certain 
branches of the industry to the detriment of 





the industry in its entirety, is now, we hope, 
on the way out. 

From Oklahoma City comes the follow- 
ing, which is typical of many other reports: 
“It is interesting to note that many people 
who have been buying $2.95 and $5 mer- 
chandise have not done so through economic 
necessity, but through the false idea that 
they must save money on their footwear.” 

Shoe retailers are finding this out, and 
they are again endeavoring to sell quality, 
service and style, instead of price, alone. 
Not only are independent retailers having 
this experience, but it is a matter of great 
concern to all chain store organizations, as 
one prominent operator stated within the 
week, “The buying public is again becoming 
very critical of quality, and is demanding 
more service. We have already been 
forced to put more into our shoes, and, in 
consequence, cannot maintain our low price 
level much longer. Our concern is con- 
sidering the opportune time to advance 
our retail price as we doubt very much 
that we can go through the coming season 
at today’s retail prices.” 

* * * 


All Shoe Retailers: in Massachusetts 
YOUR IMMEDIATE ACTION 


against the drastic, unwarranted peti- 

tion now up before the regular session 

of the Massachusetts Senate is IM- 

PERATIVE! 

A bill No. 312, presented by Oscar M. 
Blomquist, denies the right to retail shoe 
dealers. 

“To apply or fit a mechanical appliance 
made of steel, leather or felt, or any other 
material or to insert in the shoe for the pur- 
pose of treating foot diseases, deformities 
or pain.” 

This may mean that no shoe with a steel 
arch or metatarsal pad, or any corrective 
feature, could be sold by a shoe retailer. 

It would also mean that all foot ap- 
pliances could not be sold by them. 

This bill is one of the most drastic that 
has ever been presented in any state in the 
Union, and it is requested that you AT ONCE 
send a protest to your State Legislator; also 
that you communicate by letter or telegram 
with— 

Mr. Daniel Bloomfield 

Chairman of the Retail Trade Board 

Chamber of Commerce Building 

Federal & Franklin Streets 

Boston, Massachusetts. 






Please send copies of all protests to this 
office and keep us informed on all procedure. 

Consider us your counsellors in all mat- 
ters pertaining to this protest. 

Within the past few weeks, orthopedic and 
podiatric bills have been presented before 
the legislatures of Massachusetts, South 
Carolina and Ohio. 


The N.S.R.A. believes that this kind of 
legislation is harmful to.the business of the 
shoe retailer. The above message is broad- 
cast to every shoe merchant in Massachu- 
setts to effect concerted action in this im- 
perative matter. 


The value of association membership be- 
comes apparent to every shoe man when he 
realizes the extent and scope of the activity 
of the N.S.R.A. 

We are “an Association serving the best 
interests of the shoe retailers and the indus- 
try in its entirety.” 

* of * 


Cooperating to End the “Returned 
Goods Evil" 


“The 30-day trial offer” which had recent- 
ly been announced by James McCreery & 
Co. has been withdrawn in accordance with 
a request of the shoe retailers through their 
national organization. 

In acknowledging this withdrawal, John 
J. Holden in a letter to Neil Petree of Mc- 
Creery’s, says: “The withdrawal of your plan 
has received the enthusiastic attention of 
many shoe retailers. They are pleased that 
you have cooperated with them in an effort 
to terminate the return-goods evil. 

I want to express on behalf of the Asso- 
ciation and President Mittelman, a deep 
appreciation and hope that we may offer 
to you, in the future, such fine coopera- 
tion as you have given us.” 

* *« « 


Know How to Choose Well 


Most of life depends thereon. It needs 
good taste and correct judgment, for which 
neither intellect nor study suffices. To be 
choice, you must choose, and for this two 
things are needed. To be able to choose at 
all, and then to choose the best. There 
are many men of fecund and subtle mind, 
of keen judgment, of much learning, and 
of great observation who yet are at a loss 
when they come to choose. They always 
take the worst as if they had tried to go 
wrong. Thus this is one of the greatest 
gifts from above.—Gracian. 
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NATHAN HACK 


P ROPER shoes encourage 
walking, and walking is the 
greatest free health-insurance 
policy known to medical science. 
Walking creates the graceful 
lines of a perfect figure and re- 
duces surplus fat. 

Walking improves the respira- 
tion; the deep breathing it causes 
is good for the lungs and the heart; 
it provides exercise for almost 
every muscle in the body, thereby 
improving the tone of the muscles; 
it turns surplus fat into muscle, it 
improves the posture and stimu- 
lates the intestinal tract and, in 
fact, the entire body benefits from 
walking. Walking is a veritable 
panacea for. nervousness. Finally, 
and very importantly, the walking 
habit makes people get out-of-doors 
into the healthy fresh air and nat- 
ural sunlight. 

We all know that every woman 
wants to be beautiful: that’s her in- 
born trait. But everyone also wants 
to be healthy, thus giving us the 
proper material with which to ac- 
complish our task and perform a 
real service to our fellow-man, and 
to his family. 


for 


Some might interpret my desire 
to have people walk more as aris- 
ing from a hope to see people wear 
out shoes more quickly. Well, 
maybe that’s partly it, and that cer- 
tainly is one way to increase shoe 
consumption. But, there is another, 
more important, aspect of this, our 
duty to the public, our customers 
and ourselves. That rests in the 
fact that walking, as such, has be- 
come a lost art. With it has gone 
the consumption of walking shoes. 
For most people, shoes nowadays 
are divided into two types: shoes 
for work, and shoes for dress. Let 
us add a third, walking shoes. 

When the early cosmetic firms 
found business slack they added 
new beauty aids to their lines and, 
“lo, and behold!” there was busi- 
ness enough ‘for all engaged in 
that field. 

We all know that the cosmetic 
and beautician business is good and 
has been getting better by leaps 
and bounds. Here is our oppor- 
tunity to accelerate health and 
beauty improvement by increasing 
the demand for our product as well. 
Make more shoes necessary and we 


WALK 


Health and Beauty 


America has gone cosmetic-crazy, 
while true beauty in face and posture 
can be had by walking, fresh air and 
sunshine. 


By NATHAN HACK 


Chairman Foot Health Division 
National Shoe Retailers’ Association 









BOOT AND SHOE RECORDER, March 9, 1935 













will all profit—the retailer, whether 
he runs a corrective, style or family 
shoe store, and the general public 
at large. 

I therefore suggest a nation-wide 
campaign with the slogan, “Walk 
for Health and Beauty.” 

You will ask, “But how are we 
going to do it?” The answer is: 
Let us see how other industries 
solve their increased sales problems, 
and then go them one better. The 
cosmetic industry, which caters to 
members of the so-called weaker 
sex, from the ages of fifteen to one 
hundred, relieves our sisters, wives 
and mothers-in-law of about two 
billion dollars annually. Think of 
it, two billion dollars a year to 
make the American Girl more beau- 
tiful! 

In their publicity campaigns they 
appeal to the vanity of their pro- 
spective customers, promising them 
“School Girl” complexions at all 
ages and, from a financial stand- 
point, they certainly do a marvel- 
ous job of it. 

We shoemen have a much more 
powerful publicity weapon if we 

[TURN TO PAGE 45, PLEASE] 
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Merchandising Manager and Shoe Buyer 


better shoe department. Don’t run an 
off-price sale during a season in a 
prestige department, except in a store- 
wide annual event that compels value- 
giving as an institutional program. 
Other than on such occasions, there is 
nothing more destructive of good-will 
than bargain events during a season. 
Furthermore, it is entirely unnecessary 
as a sales stimulant because the sea- 
sonal influence performs that in itself. 

From a profit point of view, the re- 
ductions such an event would require 
would prove too costly, added to the 
necessary stock clearance reductions at 
the close of a season. Nor is it wisdom 
to step into the market to buy off-price 
shoes to sell at the low price and still 
have mark-up, because it is question- 
able whether the quality standard your 
customers expect can be supplied. It 
would not only disturb, but upset the 
fashion-right picture which inspires 
customers to buy on the basis of style, 
rather than on the basis of price. The 
appeal of fashion-prestige must never 
be changed. 

In this first factor of relationship— 
Sales, 

The importance of the buyer is supreme. 
Only he can perform this function of de- 
veloping fashion-right prestige, and only 
he can stimulate the follow-through to 
make the impressive, complete whole the 
consumer will see. 

The second factor of relationship is 
Stocks. Here is where the merchandis- 
ing primarily begins. A buyer should 
have a Figure Sense, as well as a 
Fashion Sense, but the nature of to- 
day’s controlled operations compels a 
vigilant observance of figures that re- 
quires time to plan, watch and ad- 
just. Most buyers refuse to invest that 
time, and many prefer not to recognize 
that facts form a more intelligent guide 
than opinions. They prefer to avoid 
the intricacies of figures, and generally 
devote their time and attention to just 
the buying and selling. Merchandising 
supplements the buyer’s efforts in seek- 
ing the goal of profits. 

Stocks should be planned to give a 
proper turn. If the N.R.D.G.A. goal 
figure is 3.8, and the N.R.D.G.A. typical 
figure is 2.4, the stock turn should be 
planned to come about half-way be- 
tween. Then, if sales drop, they prob- 
ably won’t fall below the typical figure. 
If they increase, they approximate the 
goal turn. That is a safe measure. 
Stocks should be planned at different 
levels each month, going up to the peak 
of sales, and down with the declining 
sales. The greatest fallacy that can 
occur is to reach peak stock, after the 
peak of sales have passed, which re- 
sults in costly reductions at the close 
of a season that will more than offset 
the possible profits, and hard work, of 
the first four or five months. 

With this turn-over point established, 


[CONTINUED FROM PAGE 21] 





NORMAN FREEMAN 
Titche-Goettinger Co., Dallas, Tex. 


the most important feature of the 
stock problem, and the first requisite to 
the merchandising picture, is a model 
stock, adjusted to the established stock- 
turn, for safe operation. If concentra- 
tion is to be made in three or four 
price lines, it must be determined what 
type shoes to carry in those price lines. 
There must be pumps, oxfords, T-straps 
and ties. There must be leathers, 
colors and heels. To secure the sizes, 
there must be so many pairs in each 
shoe. Add the total dollars, for all the 
price-lines and that is the desired stock 
plan. Now, does the last year’s sales 
volume, plus the planned increase for 
this season, reduced to its stock turn, 
allow for that quantity of stock? Prob- 
ably not. Then a buyer must consider 
first, dropping a price line entirely, or 
leaving out some of the less salable, or 
desirable numbers to bring the model 
stock into the planned stock figure, or 
else plan a slower turn, within reason 
and safety. Putting in twice the stock 
of shoes will not bring twice the sales. 
Putting in only a little too much means 
only a little too much reduction at the 
close of the season to wipe out the 
profit. Hard as it may seem, the sales 
figure must be the guide, and the stock 
planned to it. 

Fill-ins are tremendously important. 
A model stock planned to a proper stock 
turn will allow adequate open-to-buy 
for these fill-ins. If you plan to end 
a season with a $40,000 stock and three 
months before the end you have an 
$80,000 stock, with sales for those three 


months planned for only $30,000, what 
can you do with the extra $10,000 of 
stock and* how can you continue to fill 
in the staples? To have to be out of 
sizes in staples is the crime of shoe op- 
eration, and that is what happens to 
over-buying, and over-planning. A 
model stock built to a reasonable sales 
plan is the first insurance for profits. 
Buy a new style staple shoe into the 
sold sizes of the shoe it is to replace. If 
you attempt to buy a complete new line 
of sizes in the new style, the old one 
remains. P.M.’s or reductions become 
necessary to move the old style. Either 
means losses. Perhaps that works a 
hardship on the sales force. Perhaps 
some customers may not be satisfied, 
but it is a profit necessity. Every ef- 
fort must be made to analyze carefully 
the dollars of reduction to be taken to 
end the season so that mark-downs will 
not exceed the desirable maximum for 
profits—8 per cent to 10 per cent. 
Another factor to be considered in 
the planning of stock is the peculiarity 
of fashion merchandising as it is gen- 
erally being presented to the consumer. 
In December the customer is being 
shown the new spring fashions, al- 
though buying does not start in jus- 
tifiable volume until much later. The 
object has merit, for it is prestige 
building. It puts the store in the con- 
sumer consciousness as fashion-right 
and fashion-first. It influences her 
thoughts on the Spring styles, crystal- 
lizes her opinions and tastes. If the 
store is right in fashion, if the pres- 
entation bears weight with the con- 
sumer, she begins to think of your 
store for some or all of her first pur- 
chases, or—to come in to look. That 
necessitates an early showing of shoes, 
which means plans must be made to 
purchase the new, before you are 
through with the old, to bring in some 
of next season’s shoes, this season. 
That all goes with the fashion picture, 
and a shoe department, together with 
all ready-to-wear accessory depart- 
ments, must parallel this operation. 
This third factor of relationship, 
profits, is merely the application of 
common sense to the figure operations, 
and to the prestige development of the 
department. A lack of profit comes 
from a lack of planning, and a lack of 
observance of those plans. There is no 
magic to making black figures in shoe 
operations other than being guided by 
your facts, not your opinions. If you 
build soundly, the consumer buys with 
confidence in your store and in your 
product. Simple arithmetic and com- 
mon sense will make profits providing 


you have the courage to stick to your } 
convictions. Sales volume may change, — 


then your plan must be changed. Your 
model stock may prove wrong, and new 
styles must be brought in after you 


[TURN TO PAGE 52, PLEASE] © 
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GRAND RAPIDS 
STORE EQUIPMENT CO. 


offers you... 


. a line of display equipment that is designed and 
built to sell more merchandise more profitably. 


... the product of an organization with an experience 


in its field of over a third of a century. 


. the very latest ideas in retail merchandising, 
gleaned through personal contact with thousands of 
merchants every year, large and small, in every part 


of the country. 


. . . a store planning service that insures your getting 
the maximum return from every foot of valuable floor 


space in your store. 


y, he leaders in American retail — certain way . . . Seek the best counsel available 


business are modernizing their stores. They know _ in the all important matters of store planning and 


that it is a profitable investment and that the re- ee ee 


turns in increased sales volume will be great . . . ; , 

iy when you call us in for consultation. Our nearest 
No merchant can afford to compete for the con- 
representative will be glad to call and give you an 


sumer’s dollars with a store that is behind the 
; F . estimate on the cost of modernizing your store. . . 
times, drab and inefficient. People today are par- _ 


ticular not only in what they buy, but where they Or, write us for further information on our 


buy. And they are showing their choice in no un- planning service and equipment. 








+ GRAND RAPIDS STORE " MAIL THIS COUPON OBES 
EQ UIP MENT COMPANY at mcr a: ee Co. 


i i i : Please send us further information on your 
M ox o f f ees alan d F actories Store Planning Service and Equipment. 


Grand Rapids, Michigan ts ill 











Branch Offices and Representatives in Principal Cities | city State 
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BOOT AND 


The Merchant Tailors © 
Look at Summer 


[CONTINUED FROM PAGE 22] 


Suits for business and informal 
street wear are more interesting this 
year than for many seasons. The 
materials are being influenced greatly 
by the renaissance in modern industry. 
Some of the materials include cluster 
stripes and streamlined stripes and 
modernistic plaids which reflect the 
new beauty of modern design in indus- 
try. Some of these daring plaids are 
five inches square. The lines of the 
business and sack suits are changing 
slightly and much more color is creep- 
ing in. The ease, beauty, and comfort 
of the “drape” continue with few 
variations. Padded shoulders, as for 
some seasons past, are definitely old- 
fashioned and seldom requested by the 
custom tailor’s clients. The emphasis 
is upon streamlining and height, and 
all lines of the sack suit must tend to 
emphasize this, and at the same time 
give comfort. 


Trend in Woolens 


The season’s new woolens keep pace 
with the renaissance in color, accora- 
ing to the leading stylists. The Spring 
trends for fashionable materials for 
business and street wear may be stated 
in general: More interesting and at- 
tractive colors in woolens and a notable 
increase in patterns, with more over- 
plaids, checks, stripes, and a great 
variety of cheviots, tweeds, and flannels. 
Soft cashmeres will be used for out- 
ing coats in combination with light 
flannel trousers, and colored, striped 
and checked trousers will attain in- 
creasing popularity for semi-formal 
country and outing wear. Many color- 
ful combinations of tweeds and Shet- 
lands will be in demand for Norfolks 
and outing and sports wear. Novelty 
suitings will include cocktail suitings, 
game bird mixtures, greens, peacock 
blues, canary and copper browns, and 
streamline stripes of different colors. 
The weight of favored materials is 
growing lighter each year, with the 
tailors’ clients demanding lighter 
weight clothes, in keeping with the 
modern “air-conditioning” theory. 

Tailoring details for business suits 
include longer coats, with optional 
vents, the proper length for the coat 
being 30 inches for a man 6 ft. 9 in. 
tall. The waist line is high. The two- 
button notch lapel, single-breasted coats 
outnumber the three-button _ style. 
Shoulders are moderate width, with 
more naturalness than in the past, and 
the body of the coat is rather close at 
the waistline but liberal at the blades 
and chest. The lapel will be longer 
with draped gorge and fronts moder- 
ately cut away, and slightly rounded 
at the ends. The double-breasted jacket 
will follow the general lines of the 
single-breasted coat with wider lapels 


and soft fronts, and will be more im- 
portant as a style presentation, than 
for many years. 

A Fashion Committee spokesman 
said: “It is well to observe that the 
drape conception of style and comfort 
has left a definite impression. While 
the original drape interpretation has 
been modified in the best custom-tailor- 
ing trade, nevertheless the drape line 
with liberal, easy effect at the shoulders 
and chest is still accepted and has com- 
pletely supplanted the old square, 
padded shoulder. This type of coat is 
definitely out of the style picture. Of 
course there is a marked difference be- 
tween the conservative smart dressers 
on Park Avenue and the more flashily 
dressed men of Broadway. The Broad- 
way type may still be wearing shorter 
coat and padded shoulders, while the 
Wall Street or Park Avenue smart 
dresser is not only manifesting a 
definite preference for more conserva- 
tive soft front tailored coat, but is con- 
tinuing to show the desire for an easy 
garment with natural shoulder treat- 
ment, with little, if any padding.” 

As to the styling of trousers, the 
report notes a tendency toward nar- 
rower, straighter lines for street wear. 
The correct width for a man wearing 
a number eight shoe is considered to be 
eighteen and one-half inches for the 
trouser legs. Pleats at the waistline 
are still favored, particularly for tall, 
slender men. Many of the plain dark 
suitings are made with plain trouser 
bottoms. 


Choice in Waistcoats 


Waistcoats may be single or double- 
breasted, with preference for the 
former. Double-breasted are often 
favored for fancy fabrics. 

Among the season’s newest sports 
offerings are fancy backs, yokes and 
pleats of various types. The plain 
back has almost vanished from the 
newest sports jackets. Knickers are 
again crowding slacks in the sports pic- 
ture, as many sportsmen are return- 
ing to the preference for knickers. 
District checks, Glen plaids—in pat- 
terns that a few seasons ago would 
have been called “extraordinary,” at 
least—are now being custom-tailored 
for the country’s most fastidious sports- 
men, and will be seen at all fashionable 
gatherings of the links and turf. 
Tattersall checks for fancy waistcoats 
are being more widely used in the 
sports field and bring an additional 
interesting color note to the vivid 
sports picture. 

Riding clothes are widely in demand, 
both the tweeds for ordinary wear, and 
the “hunter’s pink” for men who fol- 
low the hounds. The riding coat is 
usually cut two inches longer than the 
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business sack coat and is made with 
full skirts. Tweeds are made with two- 
button fronts, the lower buttons about 
one inch below the waistline, and with 
fronts almost straight and well-rounded 
at the bottom. The formal riding coat 
is always made with the three-button 
front, the center button being placed 
at the break of the waistline, for use 
when in the saddle. Waistcoats of 
same material or Tattersall checks to 
harmonize with the color of coat and 
breeches are approved for riding suits. 


Camel's Hair Polo Coats 


Overcoats, too, take an interesting 
place in the season’s style picture. The 
double-breasted polo or camel’s hair 
coat, with belted or loose back, is cor- 
rect for sports and traveling. The new 
colors for polo coats include shades of 
cedar, copper, blue, and some of them 
are showing overplaids. The single- 
breasted medium box coat, buttoned 
through front, with patch pockets, and 
made of shetland or similar material 
of various shades, is correct for busi- 
ness, town, and_ general outdoor 
occasions. 

The single-breasted fly-front coat, 
medium-fitted at the waist, and usually 
called the Chesterfield, is approved as 
the coat for conservative business men, 
and also correct for semi-dress oc- 
casions. It is made of soft shetland or 
various dark-colored fabrics, and is 
finished with four buttons at the 
sleeves, and with a cloth collar and 
notched lapels. It is forty-two inches 
long and has a center vent. The coat 
most preferred for all occasions, be- 
cause of its smartness and dressiness, 
the tailors state, is the double-breasted, 
three-button (two to button) coat, well- 
shaped at the waist, cut straight, with 
no flare at the sides and with full 
chested fronts. 

It is well to remember that the above 
report covered the custom grades of 
clothes. It is a fair criterion of con- 
servative styling on the one hand and 
the ultra-ultra promotions of the left 
wing on the other. It is accepted, how- 
ever, on the whole as being the dicta of 
this very conservative, if smart, coterie. 


Appoint Selling Agents 


New York.—Frank Associates, Inc., 
35 W. 39th Street, New York City, an- 
nounce the appointment of Berkbe 
Leather Company, of New York, as 
sole selling agents for their Franko 
shoe fabrics. 

Frank Associates are direct manu- 
facturers and importers of these shoe 
fabrics which are popular in street 
shoes, party slippers and beach san- 
dals. They are all novelty materials 
and the newest of these are the metal- 
lic fabrics for evening footwear. 

Al Biegel and Fred Berkowitz of 
Berkbe Leather Company, Marbridge 
Bldg., will direct the selling of these 
fabrics to the shoe trade. 
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COMMODORE 











Busy 
Executives 


Agree on 
The 











New York’s finest combination 
of convenience, time-saving effi- 


ciency, comfort and economy 


In the heart of the city’s greatest 
business zone. Express subway 
from lower lobby to all other 


districts 


2000 quiet, restful, outside rooms 


—all with bath—from $3 


RIGHT AT GRAND CENTRAL 


NEW YORK CITY 


FRANK J. CROHAN, President 
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Flex-to-Fit Fairy Last 
in sandal by Tupper, Inc. 


PRESENTING SHOES 
AT THEIR BEST 
WITH 







PROTECTED BY AMERICAN Sh OCS YJaAnD FOREIGN PATENTS 


Shoes, whether they are manufacturer’s 
samples or in Retailers’ windows, must 
look their best. Flex-to-Fit Forms when 
inserted in the shoe bring out the real 
style, smartness and distinctiveness of 
each model and hold it firm and rigid, 
thus impressing the customer at once 
with its outstanding features. 


Flex-to-Fit Fairy Lasts are available in 
these colors:—Lavender, Pink, Yellow, 


Blue, Green, Red, Black and White. 


There is a Fairy Form for every type 
of shoe. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Northampton Paris 
England France 
Melbourne, Australia 


Frankfort 
Germany 
Mexico City, Mexico 
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It’s Give and Take in business—and 
the man whe gives mest is the man 
whe gets most. Shee retailers east 
and west have found that Men’s 
Street and Dress Shoes of Genuine 
Kangareo bring profits in the best 
way—in new customers attracted 
by the attention-getting story of this 
strange animal and euperb leather, 
and in old customers more-than- 
satisfied by shoes that give the 
utmost in comfort, strength, and 
appearance. Genuine Kangaroo is 
tanned in America by the Surpass 
Leather Company of Philadelphia, 
| the Richard Young Company of 
| New York, and the Ziegel Eisman 
} Company of Boston. 
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Public Hearing on Shoe Code 


Amendment Would Make Planning and Fair 
Practice Committee More Representative 


WASHINGTON, D. C.—NRA an- 
nounces that the directorate of the 
National Boot and Shoe Manufactur- 
ers’ Association has voted to propose 
an amendment to the boot and shoe 
manufacturing Code giving members of 
the industry not affiliated with the 
association representation on the Code 
Authority. 

Frederick I. Miller, of Columbus, Ohio, 
president of the association, and chair- 
man of the Code Authority, which com- 
prises the Association’s Planning and 
Fair Practice Committee, notified the 
Administration by long distance tele- 
phone of this action. 

In a telegram of confirmation, he 
stated: 

“After reviewing statements made 
at recent public hearings on the subject 
of migration of shoe factories from 
Massachusetts, and after subsequent 
inquiries, the National Boot and Shoe 
Manufacturers’ Association, the admin- 
istrative agency for the Code of the 
boot and shoe manufacturing industry, 
recommends to the Administration, as 
a result of a ballot of its Board of Di- 
rectors, the addition of shoe manufac- 
turers who are non-members of the 
Association to the Planning and Fair 
Practice Committee to make it more 
representative of the industry in ac- 
cordance with provision and intent of 
the National Industrial Recovery Act 
and in accordance with a plan to be 
approved by the National Recovery 
Administration.” 

Immediately upon receipt of infor- 
mation that the National Boot and 
Shoe Manufacturers Association would 
recommend amendment to the Code, 
NRA announced that a public hearing 
will be held early in April. 

The Board of Directors of the Asso- 
ciation plan to meet shortly to prepare 
the amendment to be submitted. 

Mr. Miller explained that, since the 
Planning and Fair Practice Commit- 
tee, which is the Code Authority, is 
selected from the directorate of the As- 
sociation, it was felt that the question 
of Code reopening should be decided 
upon by the entire directorate rather 


than by only those directors comprising 
the Authority. 

There is some discrepancy as to the 
number of enterprises in the industry, 
depending upon the classification of 
custom shoe manufacturers. There 
are in the National Boot and Shoe 
Manufacturers Association approxi- 
mately 350 members whose employees 
and pairage are each in excess of 85 
per cent of the total. The remainder 
of the employees and pairage of the 
industry is shared by some 400 enter- 
prises. 


Mrs. C. E. Williams 


St. Louis.—Mrs. Charles E. Wil- 
liams, wife of Charles E. Williams, 
president of the C. E. Williams Shoe 
Company, of St. Louis, died at her 
home on Feb. 24, after an attack 
of pleurisy. She had been in ill-health 
for the past few years. 

Mrs. Williams was born in Vandalia, 
Ill., a descendant of a pioneer family 
of that region. This town is also the 
birthplace of Charles E. Williams. 

Funeral services were held at the 
family residence in St. Louis and some 
eighty friends of Mrs. Williams drove 
to Vandalia, 74 miles from St. Louis, 
to attend the burial. 

Surviving her are her husband and 
two sisters. 





DATES TO REMEMBER 


Joint Styles Conference and Tanners 
Council Fall Opening, Waldorf-Astoria 
Hotel, New York ............. April 29-30 


Illinois State Shoe Convention, Spring- 


| eee eat te June 16-17 


Ohio Retail Shoe Dealers Association 
Annual Convention, Carter Hotel, 
Cleveland, Ohio ........... June 16-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah Ho- 
tel, Portland, Oregon ........ June 17-18-19 








Excelsior Reorganizes 


New YorK.—At a meeting of the 
Board of Directors of The Selby Shoe 
Company, Feb. 27, an announcement 
was made that that company had 
interested itself in the reorganization 
of the Excelsior Shoe Company. 

The Excelsior Company discontinued 
the manufacture of men’s shoes sev- 
eral seasons ago but have been suc- 
cessful over a long period of years in 
the manufacture of boys’ shoes, and 
about a year ago introduced a line of 
growing girls’ shoes which have been 
unusually successful. These two lines 
are to be continued and strengthened 
with new equipment, made possible by 
the addition of new capital. 

In addition to these lines, plans are 
being formulated to introduce a new 
line of women’s Littleway style shoes 
to retail at a popular price. Plans are 
being prepared under the guidance of 
the Selby stylists at the present time. 

The new company will be an entirely 
separate corporation and shoes will be 
manufactured and sold largely by a 
separate organization from the Selby 
Company. The present organization of 
the Excelsior Company will be largely 
retained and additions to the force 
made to handle the new women’s line. 

Entirely new and strictly up-to-date 
equipment for making women’s Little- 
way shoes, including the best available 
ideas, lasts and patterns, as well as 
machinery, will be secured. 

Salesmen will take the territories 
with their new lines of Fall shoes late 
in April. 

The new name of the corporation and 
the official personnel have not been 
fully determined, but will be announced 
shortly. 


Jacob Levy Will Probated 


LOUISVILLE, Ky.—Jacob Levy, presi- 
dent of the General Shoe Lace Com- 
pany, Louisville, who was killed in an 
automobile accident near Lancaster, 
Pa., a month ago., left an estate of 
$30,000, according to his will, probated 
February 26 in the County Court. 
Under the terms of the will, Mrs. Lee 
Weber Levy, widow, receives the bulk 
of the estate. Bequests to unnamed 
charities of $250 to be distributed by 
the executor and a similar bequest to 
the testator’s parents in Pittsburgh are 
provided under the will. 
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THERISING FASHION, 


is reflected in the modish \ 
7-eyelet oxford. Re ae 
} Ss ae] 


Shoes of this design require 
eyelets . . . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 
they are smooth fitting and 
there is no roughness on the 
inside of the shoe. 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Walk for Health and Beauty 
[CONTINUED FROM PAGE 36] 


will only use it effectively. That is of 
combining shoes with health and beau- 
ty. There is not a greater slogan on 
earth, there is not a more convincing 
and truer argument in the English 
language than these five words, “Walk 
for Health and Beauty.” 

Proper shoes in which to walk for 
health not only would make the Amer- 
ican girl more beautiful, but much, 
much healthier. And, by proper shoes 
I mean good shoes, correctly fitted. 

This argument not only holds good 
for the American mother and daughter, 
but for her husband and sons alike. 
Genuine beauty is not just skin deep; 
genuine beauty cannot be purchased in 
the drug store. True beauty leaves its 
stamp of approval upon every move 
and turn. Every step is a happy ex- 
pression of rhythm. 

I honestly believe that if a well- 
planned campaign is outlined and 
executed to encourage walking in good 
shoes for health and beauty, half of 
the cosmetic and patent medicine com- 
panies would be forced to quit business, 
and the druggist who derives a fair 
income from the sale of cosmetics and 
patent medicines would have to sup- 
plement these lines by running a shoe- 
shining parlor and a_hat-cleaning 
department as side lines. 


Fly the Flag of Foot Freedom 
[CONTINUED FROM PAGE 15] 


the ordinary business size envelope. 
Some of the slips were placed in pack- 
ages with shoes purchased. The slips 
were apportioned to the stores affiliated 
with the movement. National Foot 
Health posters were prominently dis- 
played in the windows. Badges of 
green silk ribbon bearing the words 
“National Foot Health Week” attached 
to buttons, bearing the national slogan, 
were worn by salesmen in all of these 
shops. Radio stations WHB, KMBC 
and WDAF carried messages of the 
importance of the movement. Frank 
Lynch of the Safety Council, who 
broadcasts a talk each Thursday after- 
noon, based his weekly message April 5, 
on foot efficiency and foot action being 
matters of safety. Healthy feet, 
properly shod, he said, helped many 
persons to avoid accidents by enabling 
them to move quicker and more surely 
in moments of danger. 

All of the noonday luncheon clubs 
had speakers assigned to spread the 
gospel of foot health. 

The Public Service Company, which 
operates the street cars and buses in 
Kansas City, Mo., and Kansas City, 
Kans., took an active part in the pro- 
motion by the printing and distribu- 
tion of 57,000 copies of its Weekly 
Bulletin containing an article on foot 
health and the meaning of the week 
devoted to its observance. One hun- 
dred dash cards for use on street cars 
also were furnished by the company. 
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@This new Jai Alai Shoe is more 
comfortable in every way, but 
especially in regard to being 
cool! A lower foxing, plus a well 
perforated upper and a fabric 
quarter lining take care of this. 


The shoe is made from a 
special fabric called Bux. This 
fabric is soft, flexible, and wash- 
able in ordinary soap and 
water. Not only is this new Jai 
Alai Shoe well ventilated, and 
therefore much cooler, but it is 





Jai Alai 
AY 


THAT'S REALLY 





much smarter looking, assuring 
instant eye appeal and quick 
sales during sportswear season. 


The shoe is made to retail for 
$2.50—which means a substan- 
tial markup and profit for youl! 

Watch the public go for this 
shoe when they see it—hear 
about it! Youngsters and grown- 
ups alike will want it for style 
and comfort. So order your 
supply early —the new Jai Alai 
Shoes are going to move fast! 


Do not delay in placing your order NOW for these new Jai Alai 
Shoes. Dealers already are demanding them and our early sup- 
ply is limited. To make sure of getting these — order today! 
Send your order to our nearest distributor—see addresses below 


DISTRIBUTED BY THE HOOD RUBBER COMPANY, INC., AND THE B. F. GOODRICH 
COMPANY, FOOTWEAR DIVISION, WATERTOWN, MASSACHUSETTS 


51 Auburn St.,N.E. 311-17St.ClairAve.,N.W. 634-38 So. San Pedro St. 158 Motor Ave. 


Atlanta, Ga. Cleveland, Ohio Los Angeles, Cal. Salt Lake City, Utah 
8-14 South EutawSt. 2300-2 Griffin St. 306-10 First Ave., North 450 Ninth St. 
Baltimore, Md. Dallas, Texas Minneapolis, Minn. San Francisco, Cal. 
275 Congress St. 2625-35 Walnut St. 148 Duane St. 1049 Railroad Ave., 
Boston, Mass. Denver, Colorado New York City So. Seattle, Wash. 
111 North CanalSt. 417 Jefferson Ave., W. 427 Arch St. 339 West Jefferson St. 
Chicago, Ill. Detroit, Michigan Philadelphia, Pa. Syracuse, N.Y. 
120-22 West Third St. 310-12 West Ninth St. 1529 Washington Ave. 
Cincinnati, Ohio Kansas City, Missouri St. Louis, Missouri , 
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Children's Footwear 
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MRS. Baws IDEAL BABY SHOES 
Infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Gene for In-Stock 
atalog 





MRS. DAY’S IDEAL BABY 
SHOE Co. 
Locust St. Danvers, Mass. 
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SIMPLEX SHOE TREES 
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SHOE TREE § CO. 











York Shoe Men Install Officers 


YorRK, Pa.—Officers of the York Shoe 
Retailers Association were installed at 
the monthly meeting of the organiza- 
tion held in the store of the new pres- 
ident, George Smith, on February 18. 
Other officers installed by the retiring 
head were. vice-president and _ secre- 
tary, Samuel A. Bruggeman, and treas- 
urer, Charles Martin. 

Mr. Martin received the plaudits and 
well wishes of the body on the comple- 
tion of ten years in the office of 
treasurer. 

The association by resolution decided 
to prevail upon all shoe merchants of 
the city, members and non-members, 
not to display white shoes too early, for 
fear of. hurting the sale of Easter 
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First Lady on Shoe Program 





Mrs. Franklin D. Roosevelt with Roger A. Selby, president of Selby Shoe Company, 

as she delivered the first of a series of 10 talks over the Columbia Broadcasting 

System for the Selby program. The first talk was given over WFBL, Syracuse, 
and a nation-wide hook-up. 





shoes. “No Sales of White Shoes Until 
August” is the slogan of the local 
group. ’ 

The local merchants, after surveying 
the business situation, voiced the opin- 


ion that the sale of the better grade . 


shoes will be better this year than for 
several years past. They see a trend 
toward shoes for quality instead of 
shoes for price. 

A report was made at the meeting 
that the local merchants have been tak- 
ing advantage of the exchange privi- 
lege, and are helping one another when 
stocks of certain type shoes become low. 





Join Shoe Fashion Guild 


New YorKk.—The Shoe Fashion 
Guild of America, Inc., announces that 
two new members have joined their 
organization. They are: Tupper, Inc., 
3852 Fourth Avenue, New York City, 
and Curt Wolfelt, Inc., 240 Broadway, 
Brooklyn, N. Y. 

This report followed a meeting of 
the Board of Governors of the Guild 
which was held at their offices in the 
Empire State Building, February 27, 
1935. 





Shu-Milk Products Corp. Sold 


New York. — Interests connected 
with J. L. Prescott Co., of Passaic, New 
Jersey, have purchased the control of 
the Shu-Milk Products Corporation. 

Walter Janvier, I. ., will remain as 
exclusive sales distributors for Shu- 
Milk, and there will be no change in 
the successful methods or policies which 
have made Shu-Milk the largest selling 
product of its kind in the United States. 


Patent Leather in Dallas 


DALLAS, TeEx.—C. R. Mayes, manager 
of the Walk-Over shoe department in 
Sanger Bros., is selling a world of pat- 
ent leathers right now. This demand, 
he predicts, will die down but will come 
back again even stronger than ever in 
July and August. He thinks that all- 
over patents and kid and suede with 
major patent leather trimming, will be 
important factors. 





Douglas Sells Large 
Pacific Coast Firm 


BrockTon.—Discussing an unusually 
well-balanced merchandising and ad- 
vertising campaign, and the early re- 
sponse by dealers to his company’s new 
plans for Spring and Summer, Vice- 
President Paul C. Wolfer, of the W. L. 
Douglas Co., announces the signing of 
one of the outstanding Pacific Coast 
firms, with one of the largest initial 
orders to come into any Brockton fac- 
tory in recent years. 

The new account takes its place with 
such department stores signed up the 
past year by the Douglas Company as 
The Emporium, San Francisco; Frank 
& Seder, Detroit; Gilchrist Department 
Store, Boston; Gimbels, Pittsburgh; 
the May Company, Baltimore, and 
Strawbridge & Clothier, Philadelphia. 

In addition to the rejuvenated Doug- 
las line for men, one of the largest 
assortments of In-Stock patterns car- 
ried nationally the company is making 
many new friends with its Lady Doug- 
las line, styled to the moment, and its 
nationally known Areopedic feature 
line, with its many features. 
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Pre-View of Easter Parade 
[CONTINUED FROM PAGE 17] 


Beige and brown is the leading com- 
bination for these patterned, or pat- 
terned and plain, outfits. First choice, 
the brown shoe in smooth calf, basket- 
weave or fabric. Second possibility, the 
beige and brown combination shoe. 

Gray mixtures in tailored clothes, 
while not nearly so important as 
browns, will play their part in the 
Easter Parade.- They are seen most 
often in flannels and smooth finish 
men’s wear fabrics for strictly tailored 
suits. A few, a very few, of these 
gray clothes will call for matching gray 
shoes in  surface-interest leathers, 
basket-weave calf or reverse calf. For 
the flannel suit, when worn with other 
navy blue accessories, the navy shoe 
is indicated. But, the majority of gray 
tailleurs will look best with black shoes, 
particularly in simple patent leather 
pumps and ties, or in black fabrics 
trimmed with patent or calf. 

Navy blue for tailored coats and 
suits will be seen in both cheviots and 
other rough woolens and in the gabar- 
dines and twills, a high-fashion revival 
of this season. The matching blue shoe 
is the first selection. And smart shops 
are also promoting bright Bourbon 
brown calfskin shoes to wear with this 
navy tailleur. 

In formal fashions for Easter sell- 
ing the three features are (1) the soft 
suit with a short jacket or a cape, and 
lots of color contrast in its trimming 
or blouse. (2) The so-called “red- 
ingote” ensemble with its full-length 
coat that opens down the front to show 
a printed dress beneath. (38) The dress 
coat, self-trimmed, fur-trimmed, or 
trimmed with taffeta. 

Formal oxfords or one-eylet ties, 
trimmed pumps and sandals will walk 
with these three costume types on 
Easter Sunday. And in all of these 
formal patterns, the touch of light 
trimming is the 1935 note. 

It’s the importance of suits that 
makes the dark shoe with light trim- 
ming so significant. Touches of white, 
touches of beige, and chamois, bright 
accents of plain color or print, brighten- 
ing up the Spring costume, call for a 
shoe with light accents. Show your 
customers shoes with light trimming 
first, because there’s a real reason for 
them in this Spring suit. Point out 
how they echo the color contrast in a 
costume, and tie in with the ensemble 
effect, 

In formal suit and coat fabrics, navy 
blue is first by a wide margin. The 
American Woolen Company’s tally of 
woolens for Easter selling gives it 
48 per cent of all the yardage sold. 
Middle blues come next, with 18 per 
cent, and every day they get more im- 
portant. Beiges account for 16% per 
cent, black for 10 per cent, brown for 
5 per cent, gray for % per cent, rose- 
red and green for 2 per cent each. 

From this picture it’s obvious that 
navy blues are the first formal Easter 
[TURN TO PAGE 48, PLEASE] 
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No. 1 
Sta-Tites are more resilient, and 
wear nearly twice as long as other 


heels. 
No. 2 
Sta-Tites fit tightly to the base under 


all conditions of wear. 


No. 3 


Sta-Tites have a _ non-dirt-tracking 
clean-cut “‘nailless’”’ tread. 


No. 4 
Sta-Tites’ advantages are made possi- 
ble by the firm wire mesh embedded 
in the base, into which nail heads set 
firmly. 


No. 5 
Sta-Tites, with all their advantages, 
cost no more than ordinary heels, and 
provide valuable talking points that 
help sell shoes. 


STA-TITE 


ACHES) 











Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
A 77 Styles in Stock A 
Send for Catalog 


No. 1435R 






L. B. EVANS’ SON CO. A 
Wakefield, Mass. 
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Dancing Shoes and Taps 
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' In 
BLACK CALF 
PAT. LEATHER Stock 
= 


Women's 
A-B-C 24% -8 Misses’ 
$1.55 A-B-C 11% -2 


$1.45 
= Owens SHOE CoO. = 
—— 28 Goodhue St., Salem, Mass. prem 
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Contest Boosts Repair Business 





MEMBERS OF UPPER, HEEL AND SOLE ORDER 


Center, Sarto Berens, first member of the Order of Uppers; Left, Al. Henry, leads Order of 
Heels; Right, Walter McGuire, Initiate Order of Soles 


MILWAUKEE, Wis.—Contests are a 
part of the sales promotion at Brou- 
wer’s Shoe Store in Milwaukee, Wis. 
The latest was one to boost the business 
in 4he shoe repair department. 

A large sketch of a pair of oxfords 
announced the contest and the record 
of progress was kept on it. 

A certain number of points were 
given to each sales person for each job 
sent to the repair department. The 
number of points varied according to 
the amount of the sale. The sales 
people were instructed to check up on 
the customers’ shoes as soon as they 
took them off and to suggest having 
them repaired, either while they were 
fitting the new ones or to leave them 
and wear the new ones out. 

When a sales person reached 200 
points he became a member of the 
“Order of Heels.” At 300 points he 


was initiated into the “Order of Soles” 
and at 400 points he became a member 
of the “Order of Uppers” or a whole 
shoe. The picture shows the first 
salesmen to reach these various 
groups. 

Every Saturday morning at the 
weekly sales meeting the results were 
announced and the new members 
initiated. Sarto Berens, shown hold- 
ing the size 21 shoe, was the first to 
reach the top. He is employed in the 
men’s department. Al Henry, a mem- 
ber of the Order of Heels, is the foot 
analyst in the children’s department, 
and Walter McGuire, with the soles 
around his neck, is a foot analyst in 
the women’s and men’s departments. 

The plan for this contest was orig- 
inated and promoted by A. G. Hein- 
miller, advertising manager. 











Pre-View of Easter Parade 
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fashion, to wear with navy blue cos- 
tumes and with those medium blues. 
Black shoes are second choice for the 
blue costume, first choice, of course for 
the black outfit, and will sometimes be 
worn with beige woolens, since beige 
and black is a smart combination. 
Brown, as the figures show is, rela- 
tively unimportant for formal cos- 
tumes. But with beige as significant 
as it is, there is an opportunity to sug- 
gest brown shoes as an accent to many 
costumes. And there’s a place, though 
a small place, for the brown shoe with 
beige touches. Gray for formal wear 
is so small a factor that the matching 
gray formal shoe is insignificant. But 
don’t forget those middle blues, with 
which some of your customers will want 
gray Easter shoes. 





Philadelphia Shoe Retailers 
Stage Dinner Dance 


PHILADELPHIA. — The first annual 
dinner-dance of the Independent Shoe 
Retailers Alliance of Philadelphia was 
held at the Broadwood Hotel recently. 
Approximately 350 retailers and guests 
were in attendance. 

Not only was the occasion a social 
success from the standpoint of attend- 
ance, but the program was equally out- 
standing—five acts of high-grade 
vaudeville assisted by a versatile dance 
orchestra were there to entertain the 
vast assemblage. Many prizes and sou- 
venirs were distributed during the 
entire affair, keeping those in attend- 
ance in a happy frame of mind. 

President Irving S. Feldman opened 
the festivities, being introduced by the 
toastmaster, J. Jerome Katz. The guest 
speaker, Rep. Louis Schwartz, repre- 





senting the 13th assembly district of 
Pennsylvania gave a very inspiring 
address, centering on the benefits de- 
rived by concerted organization work. 
Cal J. Mensch, managing director of 
the Middle Atlantic Shoe Retailers As- 
sociation, offered a cordial greeting on 
behalf of the Middle Atlantic. 

The committee in charge consisted of 
Lewis Gordon and Sally Grieneisen, 
chairman and co-chairman, respec- 
tively; Dave Sherman, M. Lubeck, Jack 
Slipakoff, Moe Cohen, Phil Cleres, M. 
Parness, Morris Wox, Morton Wolf. 


James C. Wade 


James C. Wade, retired shoe sales- 
man and for many years identified with 
the Walker, Thaxll Company, Stough- 
ton, Mass., died Feb. 25 at Stough- 
ton, in his 73rd year. 
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~ for COMFORT. 


avoid wrinkled toe -linin gs 


The toe of a well made shoe 
should be smooth inside as well 


as outside. 


Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Women's Shoes 
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KUSH-IN-EZE Vv 


HAND TURNED AY 
FOOTWEAR 
IN STOCK Vv 
Ne. 202 Black WV 
Kid $2.00 


 VAUGHAN-TOWLE Co. Wy 
WAKEFIELD, MASS. 









SEND FOR COMPLETE NEW 
SUMMER IN STOCK BULLETIN 


MARCEL 
IN STOCK 





tee—20/8 Louis heel 
AAA to C widths 

Above pattern alse in stock in White kid 

and White linen with 15/8 cuban heel. 


Terms: 2% 10 Days, Net 30, F.O.B. Factory 


HANNAH SON 


HAVERHILL, MASS. 














ait 





Meyer Dickman 


New York.—Meyer Dickman, well 
known for 35 years in the retail and 
wholesale shoe business in New York 
City, died Feb. 8, following a heart 
attack, aged 55 years. Mr. Dick- 
man operated retail shoe stores at 2175 
Second Avenue and 1382 Park Avenue 
and also was engaged in the wholesale 
branch of the business at 149 Duane 
Street. He was known to the trade as 
a successful merchant and a man of 
strict integrity, and he had many 
friends throughout the industry. 

Mr. Dickman leaves a widow, two 
sons, Louis L. and Mac Dickman, and 
two daughters, Miss Paula Dickman 
and Mrs. Lena Leibowitz. Funeral 


services were held Feb. 10 at 3100 
Brighton 2nd Street, Brooklyn, and 
were largely attended by friends and 
acquaintances, many of whom were 
connected with the shoe trade. 
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A Modern Cinderella 





International News Photo 


Boston, Mass.—The Cinderella con- 
test of the emergency relief campaign 
for 1935 was won here recently by Miss 
Edith M. Larson, 26, of Swampscott, 
Mass. She is shown here, having her 
foot analyzed by Dr. Joseph Lelyveld. 
She wears a size 4B shoe and has a 
perfectly-shaped foot. Her prize is a 

. trip to Washington. 





Pidgeon Moves Uptown 


ROCHESTER, N. Y.—The new Pidgeon 
Shoe Store at 25 Clinton Avenue South, 
opposite Seneca Hotel, opened Feb. 25, 
has been the development of many 
years of thought and planning. 

This store and the service it offers 
to the public is the result of an ideal 
long cherished by William Pidgeon and 
William Pidgeon, Sr., his father, be- 
fore him. That idea was to serve the 
public in its footwear needs in a differ- 
ent way. In other words, to offer them 
a service of expert workmanship in 
footwear. and a knowledge of the needs 
of the human foot. This story dates 
back to the year 1869, when William 
Pidgeon, Sr., father of the present 
owner, left the shores of England for 
America to start life in the new world 
as a shoemaker. 

After spending many years learning 
the shoe business in factories through- 
out the country, he opened a shoe re- 
tail store in Rochester and that pioneer 
work was taken up by the present 
owner, William Pidgeon, in 1911, and 
finally developed the new and mod- 
ernly equipped store at 25 Clinton 
Avenue. 

William Pidgeon has spent almost an 
entire lifetime in the study of shoes 
and feet, working as a lad in Rochester 
shoe factories at 12 years of age and 
moving on with the years through 
almost all of the branches of the shoe 
industry. The present new store brings 
to a culmination the years of experi- 
ence that have made him known 
throughout the United States and Can- 
ada as an outstanding authority on 
shoes and feet. 

Mr. Pidgeon is constantly in demand 


as a speaker before groups of shoe men 
and at their conventions and gather- 
ings of salesmen on topics pertaining 
to the shoe business. His close contact 
with the shoe industry and his stand- 
ing among shoe men is attested by the 
fact that he has been twice elected 
president of the Rochester Shoe Deal- 
ers Association, also President of the 
New York State Shoe Retailers’ Associ- 
ation and is at present a director of the 
National Shoe Retailers’ Association. 

The new store represents the last 
word in equipment and facilities for 
service to the customer. 





New Broadhurst and Young Store 


DENVER, CoLo.—The Broadhurst and 
Young Shoe Company, one of Denver’s 
leading shoe retailers, moved into their 
new luxurious.quarters directly across 
the street on Sixteenth from their old 
location on: Feb. 19. 

The establishment is one of the finest 
in the city and is the last word in 
modern equipment, artistic design, and 
convenient arrangement. The new in- 
set doorway in two-tone tile, the glass 
front with blue bulkheads, the sign of 
blue glass with aluminum letters all 
add to the outside appearance. 

Inside of the store, eight-foot shelv- 
ing has been installed, lined with spe- 
cial new cartons in colors to harmonize 
with the wood design. The walls are 
of mandarin and all the wood is car- 
ried out in Hollywood finish. The ma- 
sonite two-tone floors are covered with 
hand made blue rugs. The furniture 
also is finished in Hollywood design. 
Gray leather trims the chairs in the 
men’s section. The furniture in the 
ladies’ department is especially attrac- 
tive. Chairs upholstered, some in har- 
monizing fabric, and. others in brown 
and white striped leather, an uphol- 
stered divan, and small tables—all 
pleasingly arranged—make a restful 
and inviting corner for shoppers. 

Much care and thought was also 
given to the furniture of the Junior 
Department. Here the chairs are blue 
ribbed fabric, low and comfortable. 

Dominick La Valle, prominent shoe 
manufacturer of La Valle Inc., of New 
York City, was a visitor at the new 
store on its opening day. 

Broadhurst and Young, during its 
many years of serving the public of 
Denver and surrounding territory, has 
enjoyed an unusual business that has 
held its own during the past few years, 
despite the depression. R. M. Broad- 
hurst, manager, bases the success of the 
company principally in carefully gag- 
ing. public demand and supplying that 
demand. They enjoy a discriminating 
and high class patronage. 





Alfred Kent Recovers 


BROCKTON.—The many friends of Al- 
fred T. Kent, sales manager of the 
M. A. Packard Company, -who recently 
was injured in an automobile accident 
in New York City, will welcome the 
report of his recovery at his home in 
Brockton. 
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All Signs Point to Progress 


of these partners to increase their sales 
20 per cent this year, but they can’t 
afford to increase their inventory, “for 
if we did we would be in worse shape 
than before. -We must do a larger vol- 
ume on a smaller’stock. We must be 
better lookers and smarter buyers.” It 
was here that Dick Mynatt turned to 
Bob Hill and said: “Shoes are just like 
bananas. They are nice and ripe today 
and just what people want, but tomor- 
row they get a little older and next 
week it is time to get rid of them.” 


Men's Sandals Look Promising 


In the men’s clothing store of E. M. 
Kahn & Co., A. K. Schmitz, shoe buyer, 
told me that in addition to expecting a 
big business on men’s white buck, he 
intends to sell a lot of men’s sandals to 
young and middle-aged men who want 
something cool and different. The suc- 
cess of those carried last year encour- 
aged him to buy a good supply of san- 
dals this year. He believes the high- 
grade conservative men’s clothing store 
must have some practical shoe novelties 
in order to stimulate sales. 

About the oldest retail shoe man in 
Texas, from point of service, is Leonard 
Volk. Ranking next to him is E. M. 
Thomas. This veteran tells me that he 
has made a lot of money in wholesaling 
and retailing shoes, and also lost a lot 
of money. Right now he is operating 
in the popular-priced field, and he said: 
“There are thousands of men and wo- 
men buying low-grade shoes who are 
just forced to do it. I have carried lots 
of low grade shoes, but am gradually 
building up to better-grade merchan- 
dise. This Spring we are stepping up 
retail prices from fifty cents to a dollar 
and are going to factories that make a 
little better merchandise. I, for one, do 
not want to be caught with a lot of 
cheap shoes when the trade starts go- 
ing the other way. A year ago $1.99 
and $2.99 produced the most sales, 
while this year it is $2.99 and $3.99. 
We hope it will be $3.99 and $4.99 for 
next Fall. People are discovering that 
there is no real value in the lower 
grades.” 

“To do more business than we did 
a year ago, we will promote many new 
styles and patterns,” remarked John F. 
Willis, shoe buyer for W. A. Green Co. 
“Take these cowboy boots that the 
youngsters are wearing. They have 
been the one big thing that put the 
children’s department over, as they 
gave us 5000 extra pair sales from Oc- 
tober to January. On women’s white 
shoes we expect to double our business 
this year through a series of good-sized 
newspaper advertisements, and we will 
sell them all through the season at 
regular prices. It is taking shoes that 
are in public demand, having plenty of 
them and promoting them in a good 


[CONTINUED FROM PAGE 19] 


way, that brings in the plus business 
so necessary in keeping a department 
alive, active and profitable.” 

Dred Whiddon, who operates a popu- 
lar-priced men’s and women’s shoe 
store, is a great believer in open dis- 
plays. Time and time again, he says, 
customers will pick up shoes that the 
boys in the store are ashamed to show 
them on account of the style being out 
of date, and ask to be fitted in the shoe. 
Here is one store that is not afraid to 
have plenty of size 9, 10 and 11 in wo- 
men’s shoes. Even white shoes are 
carried in size 11. Whiddon keeps away 
from the small sizes except genuine fac- 
tory samples, and with these he does a 
fine specialty business. 

For a long time Ed M. Evans, who 
owns the Cantilever Shoe Store, always 
took the measure of the foot with the 
weight on and again with the weight 
off. “I did this for a long time,” he 
confessed, “without knowing why I did 
it, then I found that I could determine 
the three different types of feet that 
way. An inflare foot will expand one 
size or better when measured with the 
weight on it;. an outflare will not ex- 
pand over a half a size, while a straight 
type will expand from a half size to a 
full size. That is not an absolute rule, 
but it is approximate enough so that 
it can be considered a safe starting 
point. 

“That expansion is only one phase 
in fitting. Outflare feet require short 
vamps, straight feet are usually fitted 
better in long vamps while the inflare 
feet usually have low insteps. There 
are always exceptions to these rules. 
Nearly all manufacturers have the va- 
rious types of lasts needed for correct 
fitting, especially those in the corrective 
and semi-corrective field. The greatest 
difficulty is in the fitting, for shoe fit- 
ters are woefully weak in recognizing 
types.” 


More Interest in Apparel 


In answering a direct question rela- 
tive to his opinion as to local and gen- 
eral business conditions, Harold Volk 
stated that he was satisfied that people 
were more genuinely interested in 
wearing apparel than they had been in 
a long while. And he cited the use of 
more colorful materials as a good in- 
dication of that trend. As he warmed 
up to this subject he went on to state: 
“We would not go ahead spending so 
much money as we are in remodeling 
and expanding this fairly new store if 
we did not feel a decided uplift in busi- 
ness. As a whole, the shoe business is 
very bright. There is a very material 
change in unit buying. We have added 
top grades and bottom grades, and the 
reason that we have added both is that 
we felt the need of added price cover- 
age.” (Women’s prices now run from 
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$3.95 to $18.50 on the various floors, 
with a men’s range of $5 to $6.50.) 

Up to the fourth floor in the Titche- 
Goettinger store. There H. M. Bridges 
told how fascinating he found his job, 
for here is one shoe buyer who likes to 
deal with the public. The scare is over 
and people are not afraid to turn loose 
a little money, he finds. As proof, he 
cites the sale of eleven pairs of shoes to 
one customer just as I came in. A 
$137 sale puts anyone in good humor. 
Multiple sales are fairly common right 
now, says Bridges, but most of them 
are of the two and three-pair variety. 
Lots of women will come in to buy one 
pair of Red Cross or Matrix shoes in a 
plain blue and will take a pair of white 
and a pair of sport shoes as well. It is 
all in the showing and the style values, 
he finds. 


Looks Like the Old Days 


Advertising and merchandise are the 
reasons for the 126 per cent gain in 
business this year that is being ex- 
perienced by Ed L. Kelton, who has 
the men’s and women’s shoe depart- 
ments in the Dryfuss & Son store. “It 
is just like the old days, with oil poeple 
coming in and spending $1,000 in the 
store of an afternoon. But then we 
must have the feel of the public pulse 
and have plenty of basic shoes. That 
is the trade we must get back first. 
After that is plenty of time to consider 
the trick styles, which we get in in a 
hurry and get out the same way. I 
consider basic shoes to mean those plain 
oxfords, plain pumps, little one-eyelet 
ties which have no treatment. A store 
can have a possible dozen styles on 
high-grade shoes of this character 
which do not change from season to 
season, which can be bought over and 
over again in different colors and com- 
binations. 

“Corrective shoes are also basic shoes 
in my stock. Real money can be made 
on the five good shoes there. On the 
men’s side, fully 95 per cent of the 
shoes are from out of stock, with the 
5 per cent being reserved for the trick 
numbers. 

“The average retail price per pair is 
showing an increase over last year, 
when, for the year, it ran a little bet- 
ter than $12.” 

Neiman-Marcus is experiencing an 
unusual business this Spring from peo- 
ple who come in from all over the state 
to buy complete outfits, including shoes. 
The reception accorded to high style 
fashion shoes has been little short of 
remarkable. Price absolutely does not 
enter into the consummation of the 
sale, while correct fashion is most im- 
portant, reports Burt Eastman. Wo- 
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Riding, Cowboy end and Lece Boots i) 
H. J. J JUSTIN a SONS ONS, Ine. 
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Headquarters 


A complete line of Riding, 
Field and Jodhpur Boots. 
Cowboy Boots and Boot Shoes. 












Boots to meet your every 
demand in style and price. 


Our large floor stock 
means quick service. 


KIRKENDALL 
BOOT COMPANY 
Omaha, Nebraska 








A OE oS oO FE SPO OP 


Bowling Shoes 





i li li ei lie) 


BOWLING SHOES 
PRICE 
Women’s Oxfords—- 
$2.25 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 
Left Foot 
Buckskin Sole 
— Heel 








Men’s 
$2.35 


BROOKS SHOE MFG. 
Swanson & Ritner Sts., Phitsdelphta 











Detroit Association Election 
DETROIT.—The Detroit Retail Shoe 


Dealers Association will be host to shoe 
men from all over Michigan on March 
12, when the annual banquet and enter- 
tainment will be held, together with 
election of officers and business meet- 
ing. The event will be held at the Fort 
Shelby affair, and will be the principal 
social event of the shoe year. 





Announces New Line 


STAMFORD, CONN.—L. Spelke & Son, 
419 Main street, retail shoe firm, has 
announced that it is now carrying De- 
bette shoes for women exclusively in 
Stamford. The Debette shoe depart- 
ment in the department store of The 
C. 0. Miller Co. has been discontinued. 


The window display by C. H. Fontius 
of Los Angeles, illustrated herewith, 
was awarded the first prize in a rather 
unusual contest by Orthopedic Shoes, 
Inc., which was based on the Byrd 
Antarctic Expedition’s choice of Ground 
Gripper and Cantilever Shoes. A large 
and attractive center window card was 
prepared by the company and dealers 
were informed that they were to use 
this card and build around it. In judg- 
ing the merits of the various windows, 
the newspaper publicity which each 
received was also taken into considera- 
tion as well as the judges’ opinion of 
the window itself. Thus it was possible 
to gauge the pulling power and atten- 
tion value of the window from a local 
standpoint. Prizes were $25 first prize, 
$15 second prize and 12 prizes of $5 
each. 

Dealers in all parts of the country 
used the display in a great variety of 
novel and interesting ways. Many of 
the entries gave evidence of a great 
amount of ingenuity and skill, and for 
that reason the judges found many 
worthy to receive prizes. After a care- 
ful consideration of all of the photo- 
graphs submitted, the first prize was 
awarded to Mr. Fontius, who used two 
of the large Byrd display cards and 
devised a snow floor covering of 
bleached cornflakes, on which he placed 
eight pairs of men’s shoes. Special 
display cards were lettered telling the 
story of the Byrd Expedition in more 
detail. The main feature of the win- 
dow, however, was a large background 
piece, depicting an Arctic scene of ice- 
bergs, polar bears, penguins and the 
Byrd ship. The background was 
lighted with colored lights, simulating 
the Aurora Borealis. The general 
effect was arresting and dramatic. The 
Los Angeles Times devoted a fine 
article to the display. 

Second prize was awarded to Dr. 
Johnson’s Foot Clinic, 210 North Grand 
Avenue, Enid, Okla. Doctor John- 
son’s display showed great originality. 
The central piece was a large half- 
globe, showing the southern continents 
covered with snow. At the South Pole, 
wireless antennae, shacks, dog-sled, 
and fur-covered men were mounted. 
The entire window was draped with 
large artificial icicles. Around the 
globe, men’s shoes were placed, fitted 
with sails, lettered “Cantilever” and 
“Ground Gripper.” 

The following dealers won prizes of 
$5 each for their entries: O’Donoghue’s 
Foot Health Headquarters, 19 Pearl 
Street, Worcester, Mass.; Slasor’s Shoe 
Store, 1426 Fifth Avenue, Seattle, 
Wash.; Dr. Kahler Shoe Shop, 485 
Main Street, New Rochelle, N. Y.; 
John Gerard Shoe Co., 415 C Street, 
San Diego, Calif. (Submitted by John 
A. Lundin); Dr. Bender’s Orthopedic 
Shoe Store, Inc., 124 Peachtree Arcade, 
Atlanta, Ga.; O’Rourke’s Foot Health 
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Headquarters, 123 No. Robinson, Okla- 
homa City, Okla.; Dyer’s Ground Grip- 
per Shoe Store, 208 No. Main Street, 
Rockford, Ill.; Ground Gripper Shoe 
Store, 720 Morrison Street, S.W., Port- 
land, Ore.; Millard’s Footwear, 18 
Bank Place, Utica, N. Y.; Jacob’s Foot 
Health Headquarters, 646 Madison 
Avenue, New York, N. Y. 

Brauer Bros. Shoe Co., St. Louis, 
recently awarded a first prize of $25 
to Mabley & Carew Company, Cincin- 
nati, in connection with a window dis- 
play contest which was conducted over 
a period of six months. One of the 
chief points of interest was a complete 
range of sizes and widths on the Tango 
Pump, shown in the foreground of the 
window. Special mention in the con- 
test was accorded windows by Innes 
Shoe Company, Los Angeles, and Nay 
Shoe Company, Wheeling, W. Va. 

Gene Held, shoe buyer for Mabley & 
Carew, stated that in addition to the 
prize winning window, he used an 
auxiliary display featuring a set of 
miniature Tango pumps on a glass 
plate in a small window facing the 
arcade in the Netherland-Plaza Hotel. 
Cincinnati. This display also carried 
the same Tango background. 

The Selby Shoe Company contest was 
arranged on a group plan, according 
to the population of the cities from 
which entries were submitted, and 
prizes were awarded in each group. 
The Maas Bros. display shown in this 
issue was awarded second prize in 
Group 2, for cities of 50,000 to 100,000. 


Merchandise Manager and Buyer 
[CONTINUED FROM PAGE 38] 


have started the season. It should be 
done, but you must pay the cost of the 
error. With a destination carefully 
charted, too costly errors will not occur. 

Buyers know most of these things, but 
we are all human, and none of us re- 
members everything all of the time. Not 
dictation, nor command, but understand- 
ing cooperation will crystallize, in the 
buyer’s mind, the right answer. Enlighten- 
ment will generally prove convincing and 
bring him in accord with the steps to be 
taken. In the operation of a shoe depart- 
ment, the buyer is the source of most 
information. He will see the same things 
you see, if you take the time to show him. 
In his field you can well be humble be- 
fore him, for he is just as anxious to make 
profits as the management, and his pride 
alone is a sufficient stimulant to make him 
seek a record, and all the counsel and 
guidance you can give him. His is one 
part of the job, yours another, but only 
by teamwork can both be effective. 

“Merchandise man? —Hell!”’— if 
would make it so. 


you 
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In Tribute to Frank Melville, Jr. 


In a church the size of a cathedral, 
with a congregation that filled every 
pew, Frank Melville, Jr., was given the 
final respect of friendships developed 
in 51 years of service in shoes. 

Funeral services were held Wednes- 
day, Feb. 27, at the Church of the 
Heavenly Rest, upper Fifth Avenue, 
New York City. The honorary pall- 
bearers were: J. Franklin McElwain, 
John S. Kent, William J. Cobb, Quincy 
Ward Boese, Eversley Childs, Joel E. 
Fisher, Jr., Frederick S. Little, Eugene 
L. Norton, Harry Eliot Robinson, T. 
Shepard Strong, William D. Thornton 
and Harry E. Ward. 

It was a tribute to a great merchant 
but also a sterling fellow man, for 
Frank Melville, Jr., built his own suc- 
cess from his first employment as an 
$11 a week salesman in a Nassau 
Street shoe store to chairman of the 
board of the Melville Shoe Corporation 
operating 578 stores, and a personal 
fortune up in the millions. 





Massachusetts Merchants Fight 


BostoN—The Retail Trade Board of 
the Boston Chamber of Commerce is 
preparing to oppose a bill introduced in 
the Massachusetts Senate having for 
its avowed object the regulation of the 
practice of chiropody but which, it is 
feared, if literally interpreted, might 
prevent not only the sale of arch sup- 
ports in shoe and other retail stores, but 
might also even be extended to the 
point of prohibiting the present manu- 
facture of shoes containing built-in 
orthopedic features. 

This bill, known as Senate Bill No. 
312, was introduced by Oscar Z. Blom- 
quist, chairman of the Legislative Com- 
mittee of the Massachusetts Chiropody 
Association, and is entitled: “An Act 
to establish a Board of Registration of 
Chiropodists and Podiatrists, and estab- 
lishing Rules and Regulations govern- 
ing the same.” 

The hitch in the bill, as seen by Dan- 
iel Bloomfield, executive head of the 
Retail Trade Board, comes in the inter- 
pretation to be placed on certain words 
and phrases used in the definition of 
the words “chiropodist” and “podi- 
atrist.” For instance, “mechanical 
treatment” of the foot, as defined in 
one section of the act, shall mean “to 
apply or fit a mechanical appliance 
made of steel, leather or felt, or of any 
other material, or to insert in the shoe 
for the purpose of treating foot dis- 
eases, deformity or pain.” 

Section 23 of the bill, confining ad- 
vertising to much the same media, or 
lack of media, as those used by the 
registered physicians, and further pro- 
viding that “no person or persons shall 
establish an office in a beauty parlor, 
shoe store, barber shop or department 
store,” is also undergoing the close 
scrutiny of the Retail Trade Board. 

While it is the avowed purpose of the 
chiropodists to do nothing more than to 
establish the profession on a higher 
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plane than it now enjoys, and to pro- 
tect the public against charlatanism, 
nevertheless, retail merchants feel that, 
as drawn, it is apt to go much further 
than that. 

The State Administration Committee 
of the Massachusetts Senate was to 
have held a hearing on the bill Monday, 
March 4, but this has been postponed 
until a later date. 


Ted Orr Controls Potter Shoe Co. 


CINCINNATI—Edward C. Orr, vice- 
president of the Potter Shoe Company 
and nephew of the late James M. Pot- 
ter, founder of the Potter Shoe Com- 
pany, assumed control of the business 
March 4. 

Mr. Orr has been vice-president of 
the company since the death of his 
father, James P. Orr, several years ago. 
He is a member of the board of direc- 
tors of the Cincinnati Retail Merchants’ 
Association, and former director of the 
Ohio Valley Shoe Retailers’ Associa- 
tion. 

“The past policies of the company 
will be adhered to,” said Mr. Orr, “and 
there will be no change in personnel.” 

Harry C. McLaughlin, president of 
the Potter Shoe Company, and Alice L. 
Engelhardt, secretary and treasurer, 
retired March 4 from the Potter Shoe 
Company, after many years’ service 
with the firm. Both are widely known 
in civic and business circles. 

Mr. McLaughlin was vice-president 
of the Potter Shoe Company for 25 
years before assuming control of the 
business. Miss Engelhardt was secre- 
tary-treasurer of the firm for many 
years. She has also been pesident of 
the National Federation of Busines; 
Women’s Clubs and the Cincinnati 
Business Women’s Club. 


Promoting Eggshell Patent 


DALLAS, TEX.—Believing that there 
will be an easing off of white shoe sales 
in the better grades due to the fact 
that this trend has about run its course 
as a high style proposition, Burt East- 
man, of Neiman Marcus Co., is bring- 
ing out a program of eggshell patents 
for immediate selling. 

These shoes will be purely extra 
pair sales, as they will not interfere 
with the whites or the navys. Eggshell 
patents, as developed by this store, can 
be worn with every pastel color, the 
blues, the red prints, with brown and 
beige as well. 

There are four patterns brought out 
in eggshell patent, a high heel plain 
pump with a little cutout on the vamp; 
a low heel oxford; a high heel sandal 
and a flat heel sandal. All of these 
shoes will be stocked in a complete size 
run. Retail prices are $11.75 and 
$12.75. 

So sure is Mr. Eastman that this 
color and material is fashion right, 
that he is having hand bags and belts 
made to match and has sold the m'1- 
linery department of the need of hav- 
ing hats with eggshell patent buttons 
to complete the ensemble. 
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Protests 40 Hour Bill 


York, Pa.—Representing shoe mer- 
chants, Edward Reineberg attended a 
meeting of the Pennsylvania Retailers 
Association to protest the 40-hour 
week for women bill before the Penn- 
sylvania State legislature. Mr. Reine- 
berg spoke especially in behalf of the 
class B and C stores which maintain a 
schedule of 53 to 56 hours. 





Winfield S. Schroeder 


GETTYSBURG, Pa.— Winfield S. 
Schroeder, former proprietor of a shoe 
store here, died Thursday, February 
21, in Presbyterian Hospital, Philadel- 
phia, where he had been a patient for 
several months. Mr. Schroeder, who 
was also a former deputy revenue col- 
lector for York and Adams counties, 
conducted the shoe store here for more 
than 15 years, closing it out a few 
years ago. 


Quality Shoes Coming Back 


WORCESTER, Mass. — “Quality shoe 
business is returning every day,” says 
Frank E. O’Donoghue, president and 
general manager of Foot Health Head- 
quarters, Inc., this city. “Our stock 
runs from $8.50 to $12.50 and we are 
continuously selling higher priced shoes. 

“We are daily seeing the return of 
many old customers who, because of 
the depression, were forced to buy 
cheaper shoes. We are taking less ex- 
pensive shoes off their feet, and fitting 
them our quality footwear. I think 
the depression has given the quality 
shoe line a real boost because people 
accustomed to wearing good shoes have 
all tried cheaper shoes with little suc- 
cess, making them completely satisfied 
to return to higher priced stock.” 

The month of February of the pres- 
ent year brought about twice the 
amount of business as for the previous 
February, according to Mr. O’Donog- 
hue. The reason lay mainly in the pro- 
motion of a sample sale which went 
over like hot cakes, and which brought 
orders from several hundred miles 
around the city. 





Blues Sell in Worcester 


WORCESTER, MASS.—At the shoe de- 
partment of Filene’s Worcester store, 
it is stated that initial response to blue 
footwear has been very encouraging. 
Blues are being displayed and are sell- 
ing well in view of the early date. 

Here also it is stated that all whites 
will probably be better sellers than 
brown and whites since all whites have 
sold much better for Southern wear. 


R. M. Laudon With Miller 


KANSAS City, Mo-—R. M. Laudon, 
formerly with Laird-Schober, here, and 
later with the Stetson Company, in 
Chicago, is now with the Miller Shoe 
Company, 1112 Grand Avenue. 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. . . 








SALESMEN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNITY 


1935 








SALESMAN 


wanted by a manufacturer of Misses’ and 
Children’s all leather stitchdowns, to retail 
at one dollar. 
Volume proposition. Short Line, only twelve 
styles in stock. Straight commission. New 
England Territory open. 


Address E-175, care Boot & Shoe Recorder 





140 Federal St., Boston, Mass. 








WE have two good paying lines for shoe sales- 


men who have ample time to give to a side- 
line. Applicants must give complete informa- 
tion as to the territory covered and line 
represented. Address E-174, care Boot & Shoe 
a eae 239 West 39th Street, New York, 





SHOE SALESMAN. Make extra money sell- 
ing Evangeline Products, best line of fabric 
dyes an or es. Incomparable new white 
cleaner. ite experience and territory. A 
ge proposition for live wires. Evangeline 
roducts, 68 Jay St., Brooklyn, N. Y 





ALESMAN WANTED — Expansion in our 

field of activities creates positions for a num- 
ber of shoe salesmen in various territories to 
carry complete general line of shoes for largest 
wholesale house in Middle West; complete line 
of women’s novelties in popular-price range and 
staples in stock, also vast variety of men’s, 
boys’ and children’s shoes at popular prices, 
Applications will be considered only from those 
owning car and oe established following; 
none others weed apply. State age, territory 
covered, annual sales for the last two years, and 
references. Applicants under 35 and unmar- 
ried preferred. All replies confidential. The 
Charles Meis Shoe Company, Cincinnati, Ohio. 





SALESMEN to carry side line of fast-selling 
Shearling slippers for volume buyers. 
Nashua Slipper Company, Lowell, Mass. 








FOR SALE 





ART interest in old established shoe manu- 

facturing concern, located in eastern Penn- 
sylvania, making pres -welts, for sale. Experi 

enced esman referred. Address E172, 
care Boot & Shoe “Recorder, 239 West 39th 
Street, New York, N. Y. 


Seasoned retail shoe buyer with 
16 years’ Texas department 
store managerial experience is 
open for a position where he 
can prove his worth. Has an 
intimate acquaintance with the 
medium priced men’s, women’s 
and children’s shoe markets. 
Knows department store rou- 
tine and is qualified to mer- 
chandise other departments 
than shoes. Will go anywhere 
opening occurs. 


JOE LEE THOMPSON 
606 South 13th St., Temple, Texas 











HOROUGHLY EXPERIENCED retail shoe 
man, professional window trimmer will go 
anywhere. Address E-182, care Boot & Shoe 
Recorder, 239 W. 39th Street, New York, N. Y. 





SHOE SALESMAN and buyer, age 36, mar- 

ried, 14 years’ experience in amily shoe 
selling ‘and buying, wants job with good future. 
Address E-181, care Boot & Shoe Recorder, 239 
W. 39th Street, New York, N. Y. 





SHOE MAN, 35 years old, with unusual ex- 
a ience on orthopedic shoes and appliances, 
Hy go anywhere. . Perlmutter, 1502 
.» Quincy, Mass. 


ancock 





EXPERIENCED fast retail shoe salesman. 
* Have sold all grades. Desire wee 

with reasonable salary. Young, married. 

Stanley W. Price, 1076 Larmer Ave., Salem, 
re. 





MANAGER and buyer, e 35, thoroughly 
experienced with good ackground—seeks 
retail connection with reliable concern. d- 
dress E-180, care Boot & 4 4 ee 239 


W. 39th Street, New York, 








AVING had 14 years of retail shoe experi- 

ence as retail store manager and salesman 
for well known firms, would like to get con- 
nected with a live-wire firm. Victor Levy, 
1209 Elder Street, Bronx, N. Y. 











MAKE BIG MONE Y—‘Natures Foundation’ 
Foot Health Service. Learn by mail, to make 
‘Natures Foundation’ Foot Appliances. Positive 
in their action. Individual. Cost of training, 
$25.00, Easy terms. New easy method of ta 
ing impressions of the stockinged foot and mak. 
ing plaster casts. I d free to stu- 
dents or sold separately at $5.00 per set of molds. 
PLYMOUTH FOOT APPLIANCE CO. 
14 West Broadway, Plymouth, Ohio 














Money in Foot Correction— 
BE A TECHNOPEDIST 

successful prac- 

tices in this new and dignified profession. 


Course, uding working 
t, “turnished at low cost. 


rite. 
CHNOPEDIC INSTITUTE 
140 Beylston St. Boston, Mass. 

















ACCOUNTING SERVICE 








Accountant, 


will do bookkeeping for small 
firms at $5.00 per month. Ad- 
dress E-158, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 

















MERCHANTS’ NEEDS 


Pouy Cup 





$41.00 





tn for Price Tickets 
$2.25 . 
HALF GROSS 





Tilts at Any Angle 


M. D. Pollinger Co. 


HOLLAND BLDG. 
ST. LOUIS MO. 











mum charge 75 


address should be counted. 





cents. For all other classified adverti 


CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements i ae 4 cents te per word for all undisplayed advertisements. Mini- 
is 7 cents per word. Minimum charge $1.25. 


When a box number is desired twelve words should be added Py the oddrese In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
ES” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@) 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, III. 





1935 
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letin 63-D. 








551 Fifth Avenue 


1935—A BOOM YEAR? 


Brookmire expects the vital recovery forces now 
at work will bring about a boom in business and 
stocks. Read the study of this subject in the 
Brookmire Quarterly which also gives a detailed 


stock investment program. 


You may have a copy, gratis, by requesting Bul- 


BROOKMIRE 


CORPORATION 


New York 
Founded 1904 














WANTED TO PURCHASE 


WANTED TO PURCHASE 














MERCHANTS’ NEEDS 








Buyers of Surplus Stocks 
nt ae eS. FAS 6 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


106 Duane St. New York 
Phene Werth 2-5877 and 5378 








WE BUY 
Entire or Surplus Wholesale and 7 
Stocks, Also Branded Shoes such 
Walk-Over, Fae Enna-Jettick, Vital- 
rch Preserver, Queen Quality, Bos- 





Phone Barclay 7-7887 New York City 








Air Insulation Improvement 
in Summer Sandals 


CAMBRIDGE, Mass.—Cambridge Rub- 
ber Company announces that all Air- 
O-Flow Summer footwear will contain 
a new, patent-applied-for improvement 
in innersole material and construction. 
It is claimed that this new innersole 
of sisal fibers affords exceptional insu- 
lating qualities and greatly increases 
coolness. Being cellular, air passes 
freely in and through this mid-sole, so- 
called. In addition, the new mid-sole 
is softly resilient and improves walk- 
ing comfort. 


Increasing Capacity in Fitchburg 


FitcHBpurG, Mass.—The Fitchburg 
Shoe Company have just completed an 
additional lasting room which will en- 
able them to increase their capacity by 
500 pairs per day. The following men 
have just left for their territories with 
the second group of Spring samples: 

Lee Briggs, New England and New 
York City. 


Walter Briggs, Middle West and 
South Atlantic States. 

Charlie Loughin, Pacific Coast. 

Ed Clark, Part of Middle and En- 
tire Northwest. 





CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 


MAX KALTER & CO., INC. 
hone Canal 6-4371 
591 BROADWAY NEW YORK CITY 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, Getter, Beck, 
Saks—5th Avenue, Melville, Bostonian, ete. 

BARIS SHOE COMPANY, Ine. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 








RETAILERS! 




















DARAGON 
Shoe Stretcher and 
Lengthener 


THE latest and last word. Will outwear 
twenty-five wooden Stretchers—in fact 
lasts a life-time. Three size Lasts with 
each machine. $15.00 thru your Shoe 
Finder or direct from us. 





Patent Pending 


THE METZ HEEL CONFORMER 
will solve your fitting problems. 
This amazing new device shrinks 
leather evenly, effectively and safe- 
ly by _ distribution of balanced 
heat. Overcomes slipping at heels, 
gapping, etc., and avoids refunds 
and complaints. 


$25.00 F.0.B. Send for Catalog 


METZ DEVICE CO. 
203 Market St., Paterson, N. J. 











Edwards Department Enlarged 


RocHEsSTER, N. Y.—E. W. Edwards 
& Son, Rochester store, have enlarged 
their upstairs shoe department. This 
is the second time within a year that 
improvements have been made in this 
department. 


W. A. Doehring is the department 











connection with that company. 





future plans are indefinite. 





Macht, for the past three years buyer 
of shoes and millinery for the McLel- 
lan Stores Company, has resigned his 
His 


LAING HARRAR & CHAMBERLIN, Inc. manager in charge. 
Sole Agents 
43 North Third Street—Philadelphia, Pa. 
— New Pollock Store 
e ASHEVILLE, N. C.—Opening of Pol- 
Jack Macht Resigns lock’s Slipper Salon, 15 S. W. Camp- 
ROCKVILLE CENTER, N, Y.—Jack bell Avenue, Roanoke, Va., ‘took place 


on Tuesday, March 5, 1935, at 8 P. M. 
Honorable George C. Perry, Gov- 
ernor of Virginia, and Senator Robert 
R. Reynolds, of North Carolina, were 
among the honor guests invited to at- 
tend the opening. 
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Gg a abe To 
Our Advertisers 


In This Issue 





eT week we tell the story of style 
in Summer footwear. It's a fas- 
cinating story this year, for never in 
shoe history have designers put forth 
more effort or achieved a happier 
result in well balanced lines of smart 
and styleful footwear for every pur- 
pose and occasion. Sixteen pages of 
pictures and description, covering 
men's, women's and children's shoes 
that will go places this coming season. 
An issue that will help merchants bal- 
ance their stocks and make certain 
they are covered on the types of 
shoes expected to sell best during 
Summertime. 

Style selection is vital in the profit- 
able operation of the shoe store of 
today, but side by side with styling 
goes good merchandising, so essential 
to make a balanced shoe stock yield 
a profit. Next week we give the views 
of a shoe merchandising man with an 
unusual background of experience who 
tells RECORDER readers the funda- 
mentals of successful retailing as he 
sees them. Why do so many shoe 
stores and shoe departments fail to 
show a satisfactory profit on the sea- 
son's business and what should be 
done to change this condition? 
Every merchant and manager can gain 
a lot of practical ideas from this 
article. 





Hamilton's in New Shop 


Los ANGELES, CALIF.—Hamilton’s 
Men’s Shops, Inc., Los Angeles concern 
operating a number of fine shoe stores 
for men, has moved its Broadway shop 
from 502 S. Broadway, where it has 
been located for 21 years, to a new lo- 
cation at 526 S. Broadway. H. C. Eck- 
erman, veteran manager of the shop, 
remains as manager. He has been with 
the company for more than 20 years. 

The shop in its new location is made 
attractive with modern decorations, 
artistic window settings, renovated fur- 
nishings, and new shelving designs. 
The lease covers two floors but the sec- 
ond floor is- used entirely for stock 
room purposes. The improvements are 
in line with several modernization jobs 
recently completed by the Hamilton 
company. 
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This Empire sandal, in 
ad New Castle White Glazed 
id Kid, is an excellent com- 


P o silks. 
* Shoe design by Mabel > ¢ 
Winkel 





en aati as 


(Ch. i hw (Xd Shoe 


Silk costumes have come through in a big way for 
summer. For resort wear there are shirtwaist dresses, 
in white or pastel silk crepe or shirting silk; for town 
there are innumerable pure silk prints; for afternoon 





there are sheers in “sweet-pea” colors. With all of these 
costumes, there is one shoe that has a definite place— 


the White Kid shoe. 





i, New Castle White glazed kid has the firm, supple texture, 
the clear, brilliant color, that exacting retailers demand. 
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Wauat will distinguish your offerings of 
the demanded white kid shoes from competi- 
tive showings ? Shoes made of white LEVOR 
kid hold these important advantages: 


1. The leather is proven for dependability. It is 
the product of specialization, with 59 years’ 
of tanning experience behind the leather. 


2. “THE WHITEST WHITES” stay white! 


3. Shoes made of this leather look freshly new 
much longer because white LEVOR kid is 
safely washable; easy to keep immaculate. 

















BASIL TALIA 


























wn 
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Write for a sample leaflet, which instructs your 
customer how to prolong the life and beauty of her 
white LEVOR kid shoes. After you have seen one, 
you will want them packed with each pair. 


These leaflets are supplied free to manufacturers, 
who will enclose one with each pair of white LEVOR 
kid shoes at your request. These instructions are in- 
formative, helpful to you in your selling and in build- 
ing customer satisfaction. 


G. LEVOR & CO., INC. 
GLOVERSVILLE NEW YORK 
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J ACCENTS - - - 
THE MODE 


Newspaper advertisements of the 
leading stores of America are now 
featuring shoes of Gabardine by 





Einstein. 


Einstein's Gabardine has proved to 
be the highlight c’ ‘ashion in the sea- 
son's smartest footwear because it's 
smart, its durable and it's the only 
Gabardine made exclusively for 
shoes. 


J-EINSTEIN- INC: ONE PARK AVENUE: NEW YORK 
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BUILD ON A SOLID FOUNDATION 










REG.U.S. PAT. OF F. 











The Greta The Arline 
Treadeasy Littleway Treadeasy Littleway 
Construction Construction 


Black, Brown or Blue Kidskin— Black Dull Kidskin— 
$4.20 20 


White Soft Flexi Calfskin White Soft Flexi Calfskin 
$4.20 $4.20 


16/8 Heel 
IN STOCK 


16%4/8 Heel 
IN STOCK 

















In this era of “changing distribution” a merchant must think care- 
fully about the lines that he will promote and ask himself some 
pertinent questions. Is his manufacturer reliable? Do they sell 
chiselers? Do they help their dealers? Do they open their own 
: store after a dealer has built a business? Consider this. Then look 
back over the Minor record of 68 years. Treadeasy Dealers are 
assured of complete protective cooperation by a manufacturer 
whose integrity is unquestioned. 


RELA or 





_DAV-MINOR £ SON, INC: BATAVIA:NEW. YORK | 
ns ee 


NEW YORK CITY SAMPLE ROOM @® 732 MARBRIDGE BLDG. ®© BROADWAY AT 34TH 
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HI-LI 


* Reg. U. S. Pat. Off. 
No. 315,825 





JAI-ALAIS ARE SUPERIOR! 


Superior because stronger—the patented construction 
prevents dirt and grit from working between the upper 
and the sole and loosening the cement. JAI-ALAI 
soles stay on the shoes. JAI-ALAI shoes are tackless. 
Only genuine JAI-ALAIS can deliver complete satis- 


faction and long wear! 


DON’T FORGET! 


JAI-ALAI sport shoes are patented (patent No. 1,937,074) and 
THE ATHLETIC SHOE CO. is the only manufacturer licensed 
by the CUBAN AMERICAN SHOE CO. to manufacture JAI- 
ALAI shoes in the United States. 


Beware of imitations—we are going to prosecute all patent and 
registration infringements. Make sure you get genuine JAI- 
ALAI shoes. Don’t be misled by salesmen calling their shoes 
JAI-ALAI types, styles or models. Make your purchases only 
from salesmen representing our company or from THE 
ATHLETIC SHOE COMPANY direct. 


Now we suggest you see the new 1935 JAI-ALAI shoes. They 
are the smartest and most practical sport shoes ever designed. 


4 


AMERICA’S 
SMARTEST 
SPORT SHOE! 





®FASHION-GRAM® 


JAI-ALAI (HI-LI) SHOES ARE 
HI-STYLE SENSATIONAL 
SALES LEADERS . . . POSITIVE 
PROFIT MAKERS . . . STYLED 
FOR BOTH MEN AND WOMEN 
..» BOTH PLAIN AND COMBINA- 
TION COLORS ... WORN BY THE 
MOST DISCRIMINATING PEO- 
PLE ... YET PRICED TO HIT A 
VOLUME MARKET ... BE SURE 
TO SEE JAI-ALAIS BEFORE YOU 
PURCHASE YOUR STOCK OF 
SPORT SHOES . . . THE MOST 
IMPORTANT STYLE NEWS OF 
THE DAY... JAI-ALAI. 











FOR COMPLETE 
INFORMATION! 


Fashion authorities say the biggest season for JAI- 
ALATI shoes is right ahead. Be ready for it. We have 
complete information ready for you — details on 
styles—sizes and widths—for men and women—and a 
low price that spells volume sales and prestige for 
selected stores in each community. 


Manufactured Exclusively By 


THE ATHLETIC SHOE COMPANY 


924 No. Marshfield Ave. 


Eastern Representative 


CUBAN-AMERICAN SUPPLY CO. 
47 West 34th St. 


New York New York 





Chicago, Illinois 


Western Representative 


RALPHS-PUGH COMPANY 
530 Howard St. 


San Francisco California 
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Encinerrs, with on-time 
schedules to maintain, require ample 
power to speed their trains along 


the rails. 


Manuracrurers, likewise, 
with on-time deliveries to maintain, 
require ready cash to keep their pro- 


duction on a profitable basis. 


Reavy CASH and guaranteed 


credits, as provided by Commercial 


factoring, give the “full speed 


ahead” signal to business. 



































FRED'K VIETOR & ACHELIS, INC. 
ESTABLISHED 
¢ 1828 


SCHEFER, SCHRAMM & VOGEL 
ESTABLISHED 


1838 


PEIERLS, — & CO., INC. 


"1893. 








COMMERCIAL FACTORS CORPORATION 


TWO PARK AVENUE 
Capital and Surplus in excess of — 


NEW YORK 
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Curtis Habana-Welts 


HAVE MADE THE CREPE SOLE 
SPORT VOGUE PERMANENT.... 


BECAUSE 
THEY ARE F 
REAL 

SHOES . 


SIX SMART STYLES 


*265 


16, 1935 
























No. 1720 White Elk 

No. 1820 Brown Elk 

B7toll Cé6toll 
D 5% to ll 


a i "3 ye ee 
hid ah ons aaa 


seas 3 as: DRE ALS 


LESS 5%—30 DAYS 
F.0.B. MARLBORO, MASS. : 
* 
Quick to recognize their superiority, buyers from ‘ 


Coast to Coast by the hundreds have been placing a 


No. 1716 White Elk their orders by mail and telegraph for Habafia Welt 


No. 1816 Brown Elk Sport Shoes. 
B7toll C6toll They appreciate the combination of smart style and a 
D 5% to 1l sound construction. The fact that Habaita Welts are 


Genuine Welts and the Strongest Crepe Sole Construc- 
tion Ever Made, have won for them universal approval. 


In addition, the flexible curried leather innersole, 
with sheet cork insulating filler from toe to heel, the 
one piece seamless leather quarter linings, and the 
attractive design, make Habaiia Welts the selling sensa- 
tion of 1935. 


Place your order now for these fast-selling popular 
sport shoes. 


IN STOCK—IMMEDIATE DELIVERY 


CURTIS SHOE CO., INC. 
NOW MAKE AND DISTRIBUTE 
ORIGINAL AND MODIFIED 


EDUCATOR SHOES 


Ps eee rR ila 





No. 1719 White Elk 






i No t819 Same With 
| Brown Calf Saddle "aa FOR MEN 
B7Ztoll C6toll STOCK SERVICE 















D 5% to ll 


|, CURTIS SHOE CO., Inc., MARLBORO, MASS. 


BOSTON OFFICE—186 LINCOLN ST. 
PACIFIC COAST OFFICE—LOS ANGELES, WILSON CONNOLLY, 669 HOTEL HAYWARD 
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the finest fitting pump 
known to the shoe world! 


Opera Star Pumps fit 95% of your customers’ feet because they 
are built on a last developed after years of experimentation— 
a last which gives glove-like comfort without the sacrifice of 
that up-to-the-minute smartness which all women seek. No 
style-detracting “gadgets” in Opera Star Pumps. Their trim, 
tailored appearance is the ultimate in perfect styling, and an 
in-built achievement of the correct Opera last. 

. and the price is RIGHT 


A Real IN-STOCK SERVICE ... for greater profit 


Season after season, 98% of all orders received by us were shipped the day they 
were received. Here is truly exceptional IN-STOCK SERVICE to make your 
Opera Star Pump department the most continuously profitable one in the store. 


11 STYLES - 80 SIZES—2 TO 10 ON EACH STYLE : in stock 
(All Styles are SEAMLESS) 
20-8 LOUIS AAAA to C 17-8 Baby Louis AAAA to C 





1321 Brown Kid $3 6421 Patent Leather .. $3 2442 Patent Leather .. $3 
5421 White Kid $3 7421 Black Baby Calf.. $3 1442 Black Baby Calf.. $3 
8421 White Crepe Faille.... $3 1221 Blue Kid 5442 Brown Kid 
1021 Black Crepe Faille .... $3 3442 White Kid 





TERMS 5% — 30 DAYS... ORDERS UNDER 4 PAIRS $3.25 


Dealers everywhere testify to the fact that Opera Star IN-STOCK 
SERVICE yields 8% to 11% more profit—with no need of off-season 
promotions. 
Write for complete details of the IN-STOCK SERVICE of this better- 


fitting, finer-fashioned, faster-moving pump. Doit... TODAY! d , 
7 ——— 
GF 


‘aa 
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GENUIN E 
Yaln freach Cloth! 


: ; 
GEM SSCAA LYS 
<< Lou 


THE GENUINE CLOTH 








Tue name Genuine Palm Beach Cloth dra- 
matized for many years is well known to 
your customers. This type of promotion when 
it goes hand in hand with a good product is 
bound to be successful. 





Palm Beach Cloth without the name would be 
a sensational shoe fabric and would be used in 
shoes due to its beauty, comfort, coolness and 
durability, but with this consumer acceptance 
of the name, it becomes a stupendous factor 
in the merchandising of footwear this season. 


Genuine Palm Beach Cloth should be promi- 
nently displayed in your line for the coming 
months. 





A satisfactory and profitable business will 
result. 


Genuine 


Palm Beach Cloth 


Manufactured by Goodall Worsted Co. 
Exclusively Distributed by 











LYORK CITY 














FActTs...not 


Read what a few of America’s leading 
and manufacturers say about the amazin} 
of Del-Mac made shoes. 


wqponsand 


ssONE 


.- + Read this impressive line-up of a few of the many 


@ e 
F tction shoe departments and retailers selling Del-Mac process 


shoes manufactured by Del- Mac licensees. 


THE SAKS-FIFTH AVENUE SHOPS 
IN NEW YORK e CHICAGO e PHILADELPHIA- ¢ PITTSBURGH ¢ MILWAUKEE e MIAMI e PALM BEACH @ WESTEND e HEMPSTEAD ® SOUTHAMPTON 


B. ALTMAN & CO., New York C. CRAWFORD HOLLIDGE, LTD., Boston, Mass. H & S POGUE CO., Cincinnati, Ohio 
BERGDORF-GOODMAN, New York JOSEPH HORNE CO., Pittsburgh, Pa. RANSOHOFFS, San Francisco, Cal. 
BEST & CO., New York HUGGINS, Los Angeles, Cal. SCRUGGS-VANDERVOORT-BARNEY, St. Louis, Mo. 
BULLOCKS-WILSHIRE, Los Angeles, Cal. : HUTZLER BROS. CO., Baltimore, Md. E. T. SLATTERY & CO., Boston, Mass. 
CARSON, PIRIE SCOTT & CO., Chicago., Il. yl gg dl SOMMER & KAUFMANN, San Francisco, Cal. 
FAMOUS-BARR CO., St. Louis, Mo. 1. MAGNIN & CO.. Lee Anaclcs, Cal. R. H. STEARNS & CO., Boston, Mass. 
SALLE BROS. CO., Cleveland, Ohio MARSHALL-FIELD: & Ga. Chtenen, mM. CHARLES A. STEVENS & BROS., Chicago, III. 
es, INC., Kansas City, Mo. NEIMAN-MARCUS CO., Dallas, Texas JOHN WANAMAKER, Philadelphia, Pa. 

HIGBEE CO., Cleveland, Ohio HARRY PERKINS, INC., Seattle, Wash. WOODWARD & LOTHROP, Washington, D. C. 














with 
Insole 
Incision 





The world “s most outstanding shoe man ctu 


“aia 











new economy. new beauty 


jand new comfort at 
| LOWERED FACTORY COSTS! 





Insole 














turers aremaking this a Del-Mae year 
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FIVE BEAUTIES from the THIM-TRED Line 


Trim-Tred shoes fit right into the 
Selling Plans of all Style-Minded 
Merchandisers. 


Styled by expert designers, they 
are authentic representations of the 
most merchandisable shoes of 


the season. 


Priced to retail at levels 
which yield a liberal mark- 
up to dealers, they offer N No. 4194 
splendid profit possibilities. ~ <\ WHITE KID 


Plenty of styles, all as smart as the patterns 
shown, available now in W hite, Blue, Black and 
all the popular combinations and leathers. For 


BES bated ae a complete showing of the TRIM-TRED line 


KID 6 . 
see our salesman or write us direct for a catalog. 


Roser, JOUNON éIRAND 


BRANCH OF INTERNATIONAL SHOE CO. 
ST.LOUIS, MO. 
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RETAILS FROM 
$4.65 to $7.98 


Unlimited COLOR VARIETY 
with a minimum stock ! 


Again Camco provides exceptional profit opportunity for the dealer. This Buckide 
Oxford with its interchangeable Peasant tongue provides an unlimited variety 
of summer color combinations with an amazingly small number of basic shoes 
in stock. 


Made of washable Buckide with a smart, new spray design and crisp extension 
welt edges never before attained in this type of shoe. Positive, cool summer 
comfort assured by Air-O-Flow vents and the new, patent-applied-for Air-O-Flow 
Midsole, which permits a continuous flow of air under the foot. 


The interchangeable Peasant tongue in six colors — both pastel and brilliant 
shades—combined with four basic oxford colors gives an unlimited number of 
color combinations. Buckide oxfords are made with leather or rubber soles — 
high heels or the popular “flats”—to retail from $1.65 to $1.98—extra tongues 
retail at ten cents. 


Cambridge also offers a full line of VULTEX impregnated 
mesh sandals and oxfords—the only successful, trouble-free, 
durable mesh ever used in summer shoes. 


CAMBRIDGE RUBBER COMPANY 


Leather Shoe Division 
CAMBRIDGE, MASS. 


600 ALTANTIC AVENUE, BOSTON 317 W. MONROE ST., CHICAGO 
125 DUANE STREET, NEW YORK B’WAY & PRINCE ST., ST. PAUL 











Style 0084 
White Buck with 
Tan Calf Trim 
AA to D 
6 to 11 
In-Stock 








ImporTANT in the Stacy-Adams line are the spectator sports numbers, one of which 


is illustrated above. Such specialized shoes are extra sales builders to the retailer 
because they appeal strongly to men who can afford an adequate shoe wardrobe. And, 
because most men select their sport shoes with an eye to the evidences of fine leather 


and expert craftsmanship. 


The Stacy-Adams In-Stock line meets every requirement of pattern, last or leather in 
the $12.50-and-up retail range; is completely serviced with newspaper, display and direct 
mail materials. A copy of our new catalog will be sent on request. 


BROCKTON 


STACY-ADAMS CO. coe 








BOOT AND SHOE RECORDER, March 16, 1935 


Whether it is Norwegian Natural 
Grain for airy summer brogues, 
or smooth Cretan for these slight- 
ly formal shoes at Easter » » » 





, ee With craftsman and wearer 
alike, Pe appeal of Gallun’s vegetable tannage is not limited 
to any particular type of shoe, or to any individual finish. * Both 
are interested in its superlative qualities as a shoemaker’s leather. 
In use, its pliability, comfort, and fidelity to shape are universally 
esteemed — regardless of personal tastes or Fashion trends as to 
colors, finishes, styles, and lasts. * Basically, it is a different leather. 


A. F. GALLUN & SONS CORPORATION, MILWAUKEE, WIS. 


GALLUN'S cttan calf 


GALLUN LEATHERS »»ALWAYS STANDARDS OF EXCELLENCE 
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Shepard's lovely Shoe Department 









FLORSHEIMS... 
‘...to Inject New Life 


in a Shoe Department! 






—_— Boston’s famous Shepard Stores recently determined 
The Shepard Stores, Boston, Mass. 





to build up the volume of their women’s shoe de- 





partment. To do this they needed a shoe with an 






established reputation for quality. The Florsheim 






Shoe seemed made-to-order for their purpose — it 


_ g 8° proved to be! Already their shoe department has 






forged ahead steadily. The beauty, the clearly. de- 









fined superiority of Florsheims quickly brought the 





new clientele, the new sales figures Shepard’s sought. 





They’ll do as much for you! 


FLORSHEIM SHOES 
for Women 


THE FLORSHEIM SHOE COMPANY e Manufacturers e CHICAGO 
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